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Rough Proofs 


Gladys the beautiful receptionist 
says if that new electric tooth 
brush becomes popular, some ad- 
men are going to lose the only ex- 
ercise they’ve been getting lately. 

- F..? 

In spite of coal strikes, rail 
strikes and threats of other strikes, 
Milwaukee during the AFA con- 
vention kept the torch of truth 
(gas lit) burning bright. 

7 — 

Labor leaders who have defied 
the government in such prosaic 
fields as coal and transportation 
may be rasher than they know 
when they tangle with the em- 
battled baseball fan. 

+ > 2 

Leo Nejelski thinks the agency 
commission provides “a constant 
temptation to extend quantity at 
the expense of quality.” 

That’s what they were saying 
back in 1907. 

+. *- FF 

E. V. Durling is authority for the 
statement that Mrs. Bj Kidd, N. W. 
Ayer’s glamor gal, pronounces 
her first name “Beja.” 

Can’t AA’s sleuths make that of- 
ficial? 

vweey 

Ladies’ Home Journal shows a 
wife helping friend husband fix 
his lighter with a familiar little 
gadget, which might justify chang- 
ing the slogan to “Never underes- 
timate the power of a woman’s 
hair-pin.” 

+ | 

Henry Ford II is running a big 
show with apparent success, but 
he’ll never have the fun his grand- 
dad had when his first two-cyl- 
inder job actually ran back in 
1896, 

*, ? F 

Duane Jones suggests that pre- 
miums have glamor and pride of 
ownership to be most successful 
for advertisers. Has anybody 
thought of trying out nylon stock- 
ings? 

7 VF F 

Experts say that the output of 
television sets this year may be 
held to 100,000 by production 
troubles. Even a televiser can’t 
see around this kind of bottleneck. 

vv¥sesy 

If they keep moving Chuck 
Luckman on to bigger and better 
things, he’ll ultimately wind up 
with Alexander regretting there 
are no new worlds to conquer. 

. = FF 

The Creative Man praises Rit 
for picturing “three gals dressed 
briefly in pants and _brassieres 
without making them look either 
entirely sexless or like budding 
call-house candidates.” 

Maybe it all depends on the 
temperature of the observer. 

> + 

“It is always astonishing,” re- 
marks Dr. Sherman Lawton, “that 
uninformed people have such 
strong attitudes in the field of 
radio advertising.” 

They don’t know anything about 
radio, but they know what they 
like. 

- = + 

The first fifty years in the auto- 
motive industry may not have 
been the hardest, but nobody will 
try to prove that they haven’t been 
the most interesting for the driv- 
ers. 

Copy Cus. 


Eversharp Breaks 
First Schick Copy 
in 13 Newspapers 


New York, June 5.—The first 
campaign since the merger of 
Eversharp, Inc., with Magazine 
Repeating Razor Corporation broke 
over the weekend in 13 New York 
and West Coast newspapers. 

In full-page copy—which scaled 
down to 600 lines in some West 
Coast papers which lacked the 
space for the larger size—the com- 
pany declared that ‘“Eversharp 
Schick Injector Razor Is Back!” 

Copy went on to assert that 79% 
of the razors ordered by service- 
men during the war were Ever- 
sharp Schick Injector razors. The 
copy was keyed with a special 
offer of 20 blades and a razor for 
$1.25, as compared with $1.75 nor- 
mal price. 

The influence of the Eversharp 
copy theme is apparent in the 
copy, which read “If your Ever- 
sharp Schick Injector razor ever 
needs service, we'll put it in 
good order or give you a new one 
free. This service is guaranteed— 


EVERSHARP SCHICK: 
RAZOR IS BACK! 


ONLY Razor with the AUTOMATIC BLADE CHANGER 


NEW—First copy since the merger of 

Eversharp, Inc., and Magazine Repeat- 

ing Razor Corp. is this full page which 

ran in New York and West Coast 
papers. 


not for years—not for life—but 
guaranteed forever!” 
The campaign will eventually 


ing to the agency, Biow Company, 
although the schedule for releases 
has not yet been completed. 


$12,000,000 May Be 
Asked for Promotion; 


Sales Staff Planned 


Washington, June 6.—A tremen- 
dous increase in surplus property 
advertising in newspapers and 
spot radio can be expected this 
summer as the War Assets Ad- 
ministration sets up hundreds of 
“site sales” to rush government 
goods into the market while de- 
mand still exists. 

While the exact total of the ad- 
vertising budget for the months 
ahead must still be determined by 
Congress, the fact that perhaps 
1,000 or more sales will be held 
indicates that a minimum of $10,- 
000,000 to $12,000,000 will be asked 
for advertising during the fiscal 
year beginning July 1. 

Like other disposal plans, War 
Assets advertising lagged below 
the $5,400,000 authorized for the 
current fiscal year, as responsibil- 
ity shifted through five separate 
agencies and a series of baffled 
administrators. 

Facing a new Congressional in- 


| vestigation, and spurred by pres- 


sures from veterans’ groups and 
worried business men, Lt. Gen. 
E. B. Gregory, the vigorous cur- 


No time for the 


jitters. See ‘Editorials’. 
Page 12. Other fea- 
tures: 
Ad-libbing ......... 12 
Admen Coming Back 
Business Paper Figures . 38 
Feature Page .......... 53 
Getting Personal ...... . 24 


Information for Advertisers - 42 
In Washington ..... me 
Obituaries ........... . 65 
Photographic Review .--... ee 
Rough Proofs ....... Peeve rer 
Voice of the Advertiser . . . 48 


Surplus Property ‘Site 
Sales’ to Boom Ad Copy 


rent disposal chief, ordered a rev- 
olutionary streamlining this week 
which greatly decentralizes au- 
thority, and clears the way for 
fast selling at hundreds of addi- 
tional sales sites. 

Under the plan, the 33 regional 
offices which have done the sell- 

(Continued on Page 62) 


Agency Billings Hold Up 


Despite Business Crises 


appear in all major cities, accord-. 


Ad Council Adopts 
Three New Public 


Service Campaigns 


Atom Control, World 
Trade, Inter-Group 
Understanding Themes 


New York, June 6.—The public 
advisory committee of the Adver- 
tising Council at its first meeting 
yesterday approved three new 
public service drives for council 
sponsorship—international control 
of atomic energy, world trade, and 
intergroup and interfaith under- 
standing and cooperation. The 
meeting marked the first major 
step in the council’s peacetime 
program following establishment 
of the advisory committee (AA, 
May 6). 

The campaign to promote an 
understanding of atomic energy 
and the necessity for international 
control was requested by the Fed- 
eration of American Scientists. Al- 
though atomic weapons may kill 
30% or more of a country’s popu- 
lation and destroy most of its in- 
dustry, there is no effective de- 
fense against the weapon and no 
secret or prohibitive cost prevents 
development of the bomb by other 

(Continued on Page 61) 


Last Minute News Flashes 


$3,000,000 Lucky Strike Budget for Dailies 


New York, June 7.—American Tobacco Company will spend $3,000,- 
000 for a series of 20 insertions in every English language daily in 
the U. S. which accepts tobacco advertising, in a campaign starting 
this month continuing the LS/MFT theme, the Bureau of Advertising, 
ANPA, has announced. This will be Lucky Strike’s first newspaper 
advertising since 1944 and its first on this scale since 1938. 
Cone & Belding is the agency. Liggett & Myers Tobacco Company is 


Foote, 


also reported planning to resume newspaper advertising for Chester- 


fields soon, through Newell-Emmett Company, 


Toni Cold Wave Buys Spot on Air Waves 
New York, June 7.—Toni, Inc., St. Paul, maker of Toni Cold Wave 


| preparation, has purchased a 15-minute period on the CBS network 
|Sundays at 5:30 p.m., EDT, through J. Walter Thompson Company, 


Chicago. 


The Gene Autry show for Wrigley, which has occupied this 


spot, will be switched to 7 p.m. Sunday and expanded to half an hour. 
/CBS now has only five evening half-hour periods remaining open for 
|network sponsorship, according to William C. Gittinger, vice-presi- 


'dent in charge of sales. 


DeSoto Runs One-Shot Announcement 


New York, June 7.—DeSoto division of Chrysler Corporation is run- 


/ning a one-shot announcement of the “‘greatest DeSoto ever built” with 
| full-color bleed pages in the current Collier’s, The Saturday Evening 
| Post and Time, but will withhold further promotion until production 


5,200,000 with the Oct. 7 issue. 


Pathe, Inc. 


moves along. Batten, Barton, Durstine & Osborn is the agency. 


‘Life’ Boosts Single-Copy Price to 15 Cents 

New York, June 7.—Life will boost its single-copy price from 10 
to 15 cents with the June 17 issue. Yearly subscription rate is being 
advanced from $4.50 to $5.50. The circulation guarantee is unchanged. 
Life boosted its circulation to 4,500,000 on April 1 and will guarantee 


Samuel Goldwyn Account Moves to Foote, Cone 
New York, June 7.—The account of Samuel Goldwyn has been 
switched from Buchanan & Co. to Foote, Cone & Belding, with first 
films to be promoted including “The Best Years of Our Lives” and 
“The Secret Life of Walter Mitty.” 
Pictures, David O. Selznick, Walt Disney, Hunt Stromberg and RKO/to check Melody Hour commer- 


FC&B now handles RKO Radio 


(Additional News Flashes on Page 2) 


But Some Cut Staffs 
as Economic Trends 
Complicate Future 


New York, June _ 6.—Despite 
rumors of widespread firings and 
cancellations of advertising plans, 
the evidence this week indicated 
that few agencies had lost billing, 
and still fewer had trimmed their 
staffs in expectation of difficult 
times ahead. 

In checking with top agencies 
this week, ADVERTISING AGE found 
that facts generally failed to sub- 
stantiate the gloom and chaos pic- 
tured in the field. 

Howard Kohl, secretary of J. 
Walter Thompson Company, de- 
nied a report that a score of the 
agency’s creative people, chiefly in 
radio, had been discharged re- 
cently. Thompson is absorbing 
returning veterans, he pointed out, 
without firing present employes, 
and its domestic staff of more 
than 1,200 people is the largest in 
history. Some clerical workers 
have left, but these are being re- 
placed as fast as possible. Bill- 
ings are reported continuing at 
1945’s $78,000,000-a-year level, 


No Cutbacks at Y&R 


Young & ‘Rubicam, which ru- 
mors said had fired between 80 
and 100 people in recent weeks, 
vehemently denied any wholesale 
economy move. Sigurd S. Lar- 
mon, president, while declining to 
reveal comparative billings for 
the first five months of this year 
and last, said there was no foun- 
dation for reports of broad re- 
trenchment within the agency. 
Walter Sullivan, personnel man- 
ager, said reported separations 
were “absolute bunk,” that per- 
sonnel levels remain the same, and 
that the alleged firings had “no 


Druggists Don’t 
Sponsor Aspirin 
Show, FTC Opines 


Washington, June 7.—Releasing 
a battery of complaints against 
Sterling Products’ advertising for 
Phillips’ Milk of Magnesia, cleans- 
ing cream and skin cream, and 
for Bayer aspirin, FTC charged 
today that it was false and decep- 
tive to begin a CBS network pro- 
gram with the familiar “Next, 
the American Melody Hour, 
brought to you by the druggists 
of America.” 


FCC Isn’t Consulted 


The commission took the posi- 
tion that the druggists of America 
“have never sponsored or pre- 
sented such a program.” It also 
said it was false to represent that 
the retail price of Bayer aspirin 
had only recently been reduced to 
15 cents. 

The FCC, which has stringent 
rules on the identification of com- 
mercial sponsors, had not been 
/consulted on the complaint. Its 
| attorneys, exhibiting curiosity, 
|agreed that stations would have 


icials if FTC finally decides that 
| they constitute false advertising. 
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basis in fact.” The agency’s bill- 
ings were $53 million in 1945. 

Clarence L. Jordan, executive 
vice-president of N. W. Ayer & 
Son, said that Ayer had added a 
few people, some of them return- 
ing veterans. Ayer’s billings, he 
reported, are “up substantially” 
over last year when the agency 
collected some $41 million in bill- 
ings. Expansion of present ac- 
counts was held principally re- 
sponsible, with the observation that 
the lack of “war babies” among 
its accounts probably accounted 
for the agency’s escaping cancella- 
tions. 


BBDO Running Ahead 


Batten, Barton, Durstine & Os- 
born, said F. R. Feland, chairman 
of the executive committee, was 
15% ahead of 1945 billings at the 
end of May, and its staff had in- 
creased 28%. In both billings and 
personnel, BBDO, which grossed 
$40 million in 1945, is at its peak. 

McCann-Erickson, said H. K. 
McCann, president, is ahead 9% 
on domestic billings for the first 


'‘Hucksters Club’ Is 
Formed in New York 


The advertising department of 
Ever Ready Label Corporation, 
New York, has formed what it 
believes is the first chapter of 
“The Hucksters Club.” The club’s 
symbol is a pushcart containing an 
oversize edition of Standard Rate 
& Data and the Advertising Reg- 
ister. 

The club’s_ secretary, Jerry 
Fields, noted in a release that ‘““We 
Really Love Dem Labels,” and 
“We are going to spend an hour 
a week practicing to be sincere.” 


five months of 1946, against 1945 
when it grossed $40 million. It 
has 896 employes in its domestic 
offices, one less than on April 1, 
and has added eight people abroad 
for a total of 230. Mr. McCann 
added that the agency’s business 
looks fairly good for the rest of 
the year, and he hopes for a 9-10% 
increase. 

Ruthrauff & Ryan refused to 
confirm or deny rumors that more 
than 50 employes were recently 


|separated from R&R payrolls, nor 
would the agency comment on 
comparative billings. R&R’s 1945 
billings were estimated at $32 mil- 
lion. 

In Chicago, reports of substan- 
tial personnel layoffs and trim- 
ming of sails by agencies gen- 
erally caused eyebrows to rise 
in surprise. While agency giants 
in Chicago are billing somewhat 
less than they had anticipated at 
the beginning of the year, their 
general picture remains solid and 
at least moderately pleasing. 
‘Foote, Cone & Belding, for ex- 
ample, reports that while its bill- 
ings are down somewhat from 
anticipations, based on year-end 
commitments of clients for sub- 
stantial increases, it still expects 
to have a bigger year than last 
year, and thus far is running 
somewhat ahead of 1945 figures. 
No changes in staff, beyond the 
usual routine changes, are ex- 
pected. 

Dancer - Fitzgerald - Sample, 
which did $25 million in 1945, re- 

(Continued on Page 64) 


‘“‘He just can’t resist showing he’s got the [OWA market!” 


Lush is the word for the lowa urban market 
today—and it’s a lushness that lasts! That’s be- 


cause Iowa’s wealth comes jointly from rich 
farmland and thriving industry to create 
steadier spending in Iowa towns and cities. 
The Des Moines Sunday Register delivers bet- 
ter than 70% of this lowa urban market—does 


double duty in selling your products AND 


merchandising them to the dealer. Put Urban 
Iowa high on your list—with the Des Moines 


Sunday Register. 


THE DES MOINES 
REGISTER anv [TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


ABC Circulation March 31, 1946: Daily 353,590—Sunday 450,200 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 


Advertising Age, June 10, 1946 


Last Minute News Flashes 


‘Reader's Digest’ Plans New Foreign Editions 

New York, June 7.— Reader’s Digest told AA today that it is con- 
sidering new editions in French, Italian, German, Dutch and Czech. 
Brig. Gen. Paul W. Thompson, formerly chief of the Army’s infor- 
mation and education division, has been appointed European director. 


He will leave for Paris June 11. 


Burton Browne Forms International Division 

Chicago, June 7.—Burton Browne Advertising has formed a new 
international division to specialize in export marketing, advertising 
and distribution, and plans affiliations with agencies in Latin America 


and elsewhere. 
cana, S. A., of Mexico City. 


First such affiliation is with Publicidad Interameri- 


Hosiery Maker Appoints Ewell & Thurber 
New York, June 7.—Nolde & Horst, maker of Nolde nylon hosiery 


and other full-fashioned knitted 


Thurber Associates to handle its account, effective July 1. 


apparel, has appointed Ewell & 
The ac- 


count will be serviced by the agency’s Toledo office. 


Swedish-American Line Starts New Campaign 

New York, June 7.—Swedish-American Line, through Lennen & 
Mitchell, has launched its first advertising since Pearl Harbor with 
space in eight magazines and 15 newspapers in eight cities, announc- 
ing passenger and freight service to Sweden. 


U. S. Rubber to Launch Tire Copy in Newspapers 
New York, June 7.—United States Rubber Corporation is expected 

to start a newspaper campaign for U. S. Royal tires in all dealer cities 

next week, using copy ranging from 1,000 lines down. Campbell- 


Ewald Company is the agency. 


Bureau Advances 
Taubkin;Benneyan 
to Newspaper ‘Net’ 


New York, June 6.—Irvin S. 
Taubkin, formerly assistant pro- 
motion manager, has been ap- 
pointed promotion manager of the 
Bureau of Advertising, ANPA, 
succeeding George Benneyan, who 
has become publicity and promo- 
tion director of American News- 
paper Advertising Network, Inc. 

Prior to service in the Army, 
Mr. Taubkin was assistant promo- 
tion manager of the New York 
Times and a reporter for the 
Dallas News. 

A “dean” of newspaper promo- 
tion and an organizer of the Na- 
tional Newspaper Promotion As- 
sociation, Mr. Benneyan held his 
bureau post for eight years. For 
many years he was promotion and 
research director of the New York 
Sun, and subsequently served with 
Newsweek and the New York 
American, He was active in 
initiating the Continuing Study of 
Newspaper Reading, directed by 
the Advertising Research Founda- 
tion. 

The bureau’s promotion and re- 


search department recently was 
divided, with William G. Bell be- 
coming director of the research 
department. 


Trainmen Place Copy 


With the theme “Strikes Can 
Be Prevented,’ the Brotherhood 
of Railroad Trainmen, Cleveland, 
has opened a nationwide cam- 
paign centered around newspaper 
advertisements. First copy will 
appear during the week of June 
9-15 in key city papers. Other 
papers will get copy in a follow-up 
program. Lang, Fisher and Stas- 
hower, Cleveland, is the agency. 


Promotes Refrigerator 


Canadian Westinghouse Com- 
pany, Hamilton, Ont., in its first 
postwar direct product advertis- 
ing, is using space in dailies to 
promote the Westinghouse True- 
Temp cold control refrigerator. 
Ferres Advertising Service, Ham- 
ilton, is the agency. 


Thornburg to Colton 


William H. Thornburg, former 
Philco account executive with 
Hutchins Advertising Company, 
Rochester, has joined Wendell P. 
Colton Company, New York and 
Boston, as account executive. 


MORE 
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National Represéntatives: THE BRANHAM COMPANY 
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Say the Readers 
THE TIMES-PICAYUNE—NEW ORLEANS STATES 


NEW COLORGRAVURE 


"forward step in Southern 
newspaper publishing." 
Public Officials 


“timely stories . . . beautiful 
reproduction ...we need such 


a medium." 
Retail Stores 


‘much better than the usual 
magazine . . . especially like 
the local angle." 


Civic Leaders 


‘a real chance to play up New 
Orleans’ wealth of cultural 
and historical material." 


Educators 


O 


MAGAZINE 


"progressive step...read 


from cover to cover." 
Out of State Readers 


‘a Sunday ‘must’ from now on 
. . . big-league stuff .. . size, 
type, color and text just 
right!" 


Countless Local Readers 


PUT THE POWER OF THIS POWERFUL NEWSPAPER 
BEHIND YOUR SALES MESSAGE 


Representative — Jann & Kelley, New York, Chicago, Detroit, Atlanta, San Francisco 
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Four A’‘s, NATA 
Adopt Standard 
Car Card Order 


New York, June 6.—After two 
years of discussion, the National 
Association of Transportation Ad- 
vertising and the American Asso- 
ciation of Advertising Agencies 
have developed a standard con- 
tract for placing transportation 
advertising. The contract is simi- 


lar to those now in use for pub- 
lications and spot radio. 

The new blank, copyrighted by 
the Four A’s, is expected to facili- 
tate the placement and handling 
of transportation advertising. The 
contract provisions, printed on the 
reverse side of the blank, are stand- 
ard, and any special provisions 
are inserted on the face. 

C. H. Murphey, retiring presi- 
dent of NATA and vice-president 
of the Chicago Car Advertising 
Company, commented that until 


the formation of NATA in 1942, 
any standard orders were im- 
possible in the transportation field, 
and said NATA now has 32 mem- 
bers, who account for 90% of the 


industry’s volume. The 1945 vol-| 


ume of transportation advertising 
is estimated at $18,000,000, about 
half of it national. 

The Four A’s developed a stand- 
ard order blank for publications in 
1920, revising it in 1933. The spot 
radio blank was developed in 1933 
and revamped in 1942. 


Gets Two Accounts 


The newly formed agency of 
Baker & Hosking, New York, has 
been appointed by F. W. Wool- 
worth Company to handle all ad- 
vertising for Woolworth stores and 
by Coast Fishing Company, Wil- 
mington, Cal., for Biltmore canned 
tuna and Puss ’n Boots cat food. 


‘Denver Post’ Price Up 


Daily copies of the Denver Post 
have been raised in price from 
3 to 5 cents, with no change in 
Sunday rates, effective June 1. 


Farm Journat has what it takes, too. Circulation aplenty! More particularly . . . 


500,000 more subscribers than any other rural magazine. And a vast subscription 


list of 214 million—more than 80% of which is in the top half counties where 


the overwhelming bulk of the nation’s farm income is earned. Put it another 


way—Farm JouRNAL makes more calls for advertisers . . . 


the spendable money is. And that means REsutts! 


makes them where 


Farm Journal: LARGEST RURAL MAGAZINE 


GRAHAM PATTERSON, Publisher . 


PHILADELPHIA 5 


Advertising Age, June 10, 1946 


Warner Earmarks 
$100,000 to Boost 
Talkies’ Birthday 


New York, June 5.—Warner 
Bros. Pictures, Inc., will spend 
$100,000 in 21 national publica- 
tions during July and August— 
the largest single advertising 
schedule in the company’s history 
—to promote the 20th anniversary 
of talking pictures, in which it was 
the pioneer. 

Full-page advertisements. will 
point out that “just 20 years ago 
Warner made a movie that talked. 
. .. Aug. 6, 1926, was the first 
night in a Warner Theater on 
Broadway.” Copy will also call 
attention to a recent commenda- 
tion by the New York Times for 
“combining good citizenship with 
good picture-making.” 


Co-Sponsors Mentioned 


Mentioned in the ad will be co- 
sponsors with Warner in the talk- 
ing picture celebration, including 
American Telephone & Telegraph, 
Western Electric, Bell Telephone 
Laboratories, Eastman Kodak, 
RCA Victor, Society of Motion 
Picture Engineers, and Thomas A. 
Edison, Inc. Several of these co- 
sponsors will run separate cam- 
paigns of their own, notably 
AT&T, which will be “quite large,” 
a Warner spokesman told ADVER- 
TISING AGE, 

Page advertisements will appear 
in American Magazine, Christian 
Herald, Collier's, Cosmopolitan, 
Extension, Fortune, Good House- 
keeping, Ladies’ Home Journal, 
Liberty, Life, Look, McCall’s, 
Newsweek, Parents’ Magazine, 
Redbook, Salute, Script, The Sat- 
urday Evening Post, Time and 
Woman’s Home Companion. The 
Christian Science Monitor has also 
been scheduled for a 1,000-line 
insertion in the July 31 issue. 


Blaine-Thompson, Inc., is the 
agency. 
Rhodes Heads Chicago 


Industrial Admen 


Leonard B. Rhodes, advertising 
and sales promotion manager, 
Lyon Metal Products, Aurora, 
Ill., has been elected president of 
the Chicago Industrial Advertisers 
Association. 

New vice-presidents include 
John I. Carr, D. A. Stuart Oil 
Company; Ben Boldt, American 
Phenolic Corporation, and Wil- 
liam W. Brown, Industry and 
Power, L. J. Schanz, Mercoid 
Corporation, was reelected secre- 
tary-treasurer. New directors are 
Delmar DeWolf, Skilsaw Company; 
Philip C. Sowersby, General Elec- 
tric Company; Everett Addoms, 
Evans Associates; John Corkery, 
Independent Pneumatic Tool Com- 
pany, and George A. Pope, 
Foundry. 


FCC Reopens Hearing 
on Sale of WINS 


In agreeing to reopen the rec- 
ord, FCC has set June 19 as the 
date for further hearings in the 
proposed $1,700,000 sales of WINS, 
Hearst radio station in New York, 
to the Crosley Corporation. Pro- 
posing to turn down the applica- 
tion, FCC on April 5 objected to 
a contract provision giving Hearst 
an additional $400,000 in time on 
the station. A commission minor- 
ity felt the deal smacked of 
trafficing in licenses. 


The Biggest Little Paper in the U. S.! 


AUFBAU 


LINEAGE Space buyers say, 
“AUFBAU is tops.” 
T 1940.... 300,000 lines 
1941.... 550,000 lines 
om 1942.... 650,000 lines 
a 1943.... 729,212 lines 
1944.... 850,000 lines 
1945. ...1,100,388 lines 
* 


For rates and ABC circulation write Ad- 
vertising Manager, 67 West 44th St., N.Y. 


=e - 
aan : 
g 4 eC 
_ | | es | 
a ee 
il ————— | 
a , EVE") iN ah A) Ie \ 
: SK ys ‘Gi yy ey Kn gfe oy eS 
ss . Q) a... S72 oe De WAL Se) a 
ij 3s Oey a 
- Lats SS? ew il 29 ey AF 
‘ aR ag) © we SIP Ca NSE 
sa . 2 <. ‘ a) , Ui > e ‘. " —s ~~ fe é , j 
| <> wt mm) We fied 4 << 
a we Li eo oe. lr fl 
a Melick ro, ae 2 ee : 
J ; A Ve woe | 
pe : = - ; er as & * : : ~ F S33: 7 : 4 2 J} 
= one aie a : . = ye + >) 
ae ie 7 - = is ; «laf ae - : % oe : e BS , +, ,- 
. « « . . ad = | 
7 | ee — a | 
es me ils Ul ‘ | 
; make +, get i, 
F , st to st | 
r Youve go ann 
on ae | 
a | 
Pe a 
7 i 


WE ASKE 


ote eres 


AND 5,000 FAMILIES TOLD US... 


Housewives in all parts of the Indianapolis market zone—and their husbands 
—set down brands they buy when they shop for— 


GROCERIES 
SOAPS @e@ CLEANSERS 
TOILETRIES @ COSMETICS 
TOBACCOS 
BEVERAGES 


They told us the make and number of their radio sets and electric appli- 
ances . . . and what they intend to buy .. . the kind of automobiles 
they will get, and how many . . . how they will improve their homes. 
These answers, vital to anyone selling or expecting to sell in the Indian- 
apolis market, will be in The Indianapolis Star's 1946 Consumer Analysis. 
This book will be ready for distribution before July |. Publication has been 
delayed by the acute shortage of print paper. 


Schedule 
THE INDIANAPOLIS STAR 


DAILY AND SUNDAY 


Affiliated With Radio Station WIRE Basic NBC*5,000 WATTS 
eo 


Since 1936 The Star has been First in Indiana in Total Advertising Linage 
KELLY-SMITH & COMPANY, National Representatives 


BETTER THAN 96% HOME DELIVERED 
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Paper Plant Halts 


Output as Loggers 
Refuse 15c Offer 


Chicago, June 6.—Halt of news- 
print output tomorrow by the 
Powell River Paper Company, fol- 
lowing rejection by striking Brit- 
ish Columbia loggers of a 15-cent 
hourly raise, will strike another 
serious blow to western U. S. 
newspapers. Hardest hit are Tulsa 
dailies, which depend entirely on 
the large Canadian mill for their 
newsprint. 

The paper company, which at 
the beginning of the loggers’ strike 
May 15 warned clients to conserve 
newsprint supplies, has filled May 
orders from its backlog of news- 
print. It supplies about 40% of 
newsprint used in Texas. 

Hard hit by the production halt 
is the Houston Chronicle, which is 


| publishing editions with no display 
advertising. Through cooperation 
of other publishers who have a 
‘sufficient supply from _ other 
sources, the Chronicle and other 
papers affected hope to continue 
publication of limited editions. 


Display Ads ‘Out’ 


Tulsa papers have carried no 
display advertising since May 15 
but said they could reinstate all ad 
schedules by Monday if the strike 
ended this week. 

Meanwhile, it was disclosed by 
George F. Russell, business man- 
ager of the Tacoma News Tribune, 
that a group of West Coast news- 
papers has set up the West Ta- 
coma Newsprint Company and 
has purchased the Cascade Paper 
Company mill in the Washington 
city, at a cost of more than $1,000,- 
000. The new company plans to 
spend several hundred thousand 
dollars modernizing the mill, 
which has been idle for several 
years, and expects it to turn out 
newsprint at the rate of 50 tons 
daily within the next six months. 
Other owners of the new company 


will be disclosed shortly, Mr. Rus- 
sell said. 

On the eastern seaboard, the News 
and Observer, Charlotte, N. C,. 
were forced by shortages to reduce 
the size of their daily editions and 
eliminate all advertising. They 
said the retrenchment, started May 
25, would continue indefinitely 
until the situation improves. 

The Charlotte Observer said the 
reduction, which cut its Sunday 
edition to 24 pages including com- 
ics, was the result of “inability of 
manufacturers to ship within the 
last 90 days, an amount of paper 
which would have permitted re- 
building of inventory stock.” The 
Charlotte News blamed the situa- 
tion on the coal and railroad 
strikes. 

Newsprint industry representa- 
tives told OPA this week they in- 
tend to withdraw their recom- 
mendations for end of price con- 
trol on newsprint. OPA said that 
it would consider any cost infor- 
mation submitted, although no 
price increase application is before 
the agency now. 

In the face of serious newsprint 


shortages, the News Print Service 
Bureau, New York, predicted that 
newsprint production in North 
America this year would reach an 
all-time peak of 5,000,000 tons or 
more. 


Critical Silver 
Shortage May Kill 
All Engravings 


New York, June 6.—Silver 
nitrate, a key material in all 
photography and _ photographic 
processes, is in such short supply 
owing to a pending Senate bill 
to raise the price of silver from 
71 cents to $1.29 an ounce and the 
consequent withholding of silver 
for the higher price, that all pho- 
tographic and photoengraving work 
may be eliminated in the near 
future, according to William G. 
Thurber, chairman of the Silver 
Users Emergency Committee. 

Mr. Thurber explained that 
silver nitrate is used as a sensitiz- 
ing element in all photographic 


A Fact-packed 


Continuing the series of market re- 


ports which bega 


a survey of dental adhesives, and 
the report on insecticides in the May 
issue, the June American Druggist 
examines the deodorant market. 
Written by Virginia Meredith, the 
magazine market research director, 


these articles are 


ing list of anyone interested in the os 


drug industry. 


Another Independent Research 
Activity—on Hormones! 


Last September, 


created wide interest in pharma- 
ceutical circles with the publication 
of “‘A Guide To The Endocrines’’. 
It was the first time.all the endocrine 
products had been grouped in an 
easy-to-read, quickly understood 
chart. Acceptance was so great that 
this issue contains a revised, up-to- 
the-minute guide. Reprints will be 


available. 


Encouraging More Volume 


in Drug Stores 


{wi 


HIGHLIGHTS FROM THE JUNE ISSUE 


THE BUSINESS MAGAZINE WITH PUNCH AND POWER 
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crine Guide first published in September 1945.00... 85 
Pharmacy and Democracy, by Charles Hall Evans... 146 
ON THE BUSINESS FRONT 

Research Report i Boomtime For Deodorants. A full report on the market possibili- 


n in February with 


musts on the read- 


American Druggist 


ties of these products, by Virginia Meredith 
Antibiotics, A New Era In Veterinary Medicine, by Frieda S. 
Kaufman, experienced science writer in the animal health field 72 
How To Clean A Soda Fountain. Henry Rudolph, experienced 
fountain manager, shows how it should be done, in text and 


ON THE PHARMACY FRONT 


A Plan To Build Prescription Prestige. American Druggist offers 
a prescription envelope at nominai cost 
German Pharmacy, Kaput! Maj. Cortez F. Enloe, M.D., Chief, 
Medical Branch, U. S. Strategic Bombing Survey, reports on what 
happened to Germany's pharmaceutical industry..........c0:ccccce 82 
A Revised Guide To The Endocrines. Due to demand, American 
Druggist asked Joseph A. Lupayne, Ph.G. to revise the Endo- 


BSI PI MED sccsdacencesacssaassdshavssnabigsads van jy ibeakauenr aas tb ehp Penta No avageadesretasiescatecese 74 
The Current Confusion In Magazine Distribution............0.0...0.0..... 79 
Classroom For Cosmeticians: Summer Cosmetics. Fifth in the 

Fh, UN ONIN aceon sete eeehee cis accanes sseetetavinntsocnsnessgaegerses 96 


How To Maintain Your Fluorescent Lighting. Samuel Eaton, lighting 
engineer, discusses how your lamps can be held to top efficiency 98 
Greater Volume In A Great New Store. The remodeling program 
of Dean's Drug Store, Niles, Michigan 


ON MANY FRONTS 


An Old American Custom (Editorial) 
Two Years Ago And Today. American Druggist condemned car- 
toon which made fun of Pharmacy in March 1944. Today it soundly 
criticizes the. Hatlo cartoon, "They'll Do It Every Time”.............. 84 
Some Like It Hot. What happens to the skin when people stay in 


the sun too long, by Carolyn Valentine............cccccceccesseeceeeeseees 92 
Mortar, Pestle and Petticoat. A woman pharmacist reviews her 
first year as manager of a retail drug store...........cccseecseeseeesceeeeees 94 
A Daylight Saving Time For Druggists. Philadelphia pharmacist, 
Louis Devon, presents a plan for shorter hours.........ccccccseeeeees 104 
DEPARTMENTS 

Sundry Comments ...........00.. 6 Professional Products............ 124 
ODN OW: is vires ssbesesensnseisss 10 Q. and A. on Fountains........ 128 
Now What From Washington 65 Store Organizer .................... 142 
American Druggist Corner.. 108 Pharmacy Book Shelf............ 182 
|” Se eee ere 112 People and Events............... 204 
Professional Pharmacy Forum 116 This Drug Business................ 232 


People like to shop in fresh clean 


stores. That’s why each issue of 
American Druggist contains a ““This- 


is-how-to-do-it”’ 
This month the 


Niles, Michigan. Business went up 
47.09 percent after the remodeling. 


Other druggists 


they read this four page text and 


picture story. 


remodeling article. 
store is Dean’s, in 


will see why when 


illustrated envelope, appear on page 80. 


Another in the Growing Line of Services for the Druggist 


Following the series of posters offered the retail druggist in previous 
issues, the June American Druggist contains a new offer to help build 
prescription prestige. An individually imprinted prescription envelope 
is offered at a nominal cost to all druggists. It is another example of 
the constant editorial desire to improve the retailer’s public relations, 
and to build his business effectively and soundly. The story, and the 
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reproduction, 
producers of film and paper had 
on hand only a three to eight 
weeks’ supply of paper. 
Cole, 
Trade, confirmed this, stating that 
some engravers are reducing their 
silver cutlery 
enough silver for sensitizing baths. 
Mr. Cole said: 
even du Pont has only a two 
weeks’ supply, and Eastman isn’t 
better off.” 
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HELP 


cific to Chicago 
leaving Saturday. 
Here is a dandy open- 
ing for an engineer 
and fireman with new 
or used locomotive. 


Apply 
Jim Herbuveaux 
‘Phone 9-7721 


BERT CAVANAGH 
141 N, Second Ave. 


HELP SECURED—Friends of Dan Mc- 
Mahon, retail advertising manager of 
the Chicago Tribune, turned to adver- 
tising to solve their transportation 
problems and got quick results. This 
ad ran Saturday, May 25, in the 
Phoenix Gazette, and trains started 
running again that afternoon. 


and that leading 


Arthur 


Photoengravers Board of 


in order to get 


“T am told that 


The silver situation has been 


stalemated by the Murdoch bill, 
S-2206, providing for an increase 
in the price of silver to 90 cents 
for the next two years and then 
to $1.29, 
Martin amendment to the Treas- 
ury-Post Office appropriation bill, 
providing for stabilization of silver 
at its present 71 cents. 
bills are ironed out in conference, 
silver producers in western states 


and by HR-5452, the 


Until the 


are expected to withhold silver 
from the market. 


‘Washington Post’ 
Plans Consumer Study 


Housewives in the District of 
Columbia and suburban areas in 
Virginia and Maryland will be 
surveyed to determine brand pref- 
erences of grocery items and a 
limited number of drugs and cos- 
metics, the Washington Post an- 
nounced last week. 

Using an area sample based on 
Census Bureau figures, the Post 
research department will ask 69 
questions ranging from _ specific 
ones on flour, cheese, canned goods 
and cosmetics to general ques- 
tions designed to indicate the size 
and financial status of the family 
represented. Reports on the sur- 
vey probably will be available in 
late August. 


To Resume ‘Shadow’ 


Delaware, Lackawanna & West- 
ern Coal Company, New York, 
will resume its sponsorship of 
‘The Shadow” on MBS stations in 
the East after a summer hiatus, 
through Ruthrauff & Ryan. Carey 
Salt Company, Hutchinson, Kan., 
sponsors the mystery thriller in 
the South, Southeast and some 
midwestern cities, and G. Barr & 
Co., Chicago, for Balm-Barr 
Cream Whipped hand lotion, will 
begin sponsorship Sept. 8 of the 
half-hour show on 87 MBS sta- 
tions in the mountain states, West 
Coast and some _ southwestern 
cities. Grove Laboratories, Inc., 
has sponsored this segment of the 
show on some stations. 
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Cover Catholic 
Schools, Churches, 
and Institutions 


135 W. WELLS ST., MILWAUKEE 3, WIS. 
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Ad Censorship 
Charged Against 
Wood-Rankin Unit 


New York, June 5.—The adver- 
tising-publicity division of the In- 
dependent Citizens Committee of 
the Arts, Sciences and Professions 
released today the text of a reso- 
lution adopted at its membership 
meeting Monday declaring that 
the “right of the American people 
to express their opinions through 
paid advertising is under direct 
attack in Congress, as the result 
of a report submitted by the 
Wood-Rankin committee.” 

The resolution charged that 
“under the guise of revising tax 
exemption regulations, the Wood- 
Rankin committee seeks to estab- 
lish itself as a ‘thought police,’ 
with power to determine what con- 
stitutes ‘un-American or subver- 
sive propaganda’ and with the 
concomitant power to determine 
who shall be allowed to publish 
opinion advertising.” 

As a result of the Advertising 
Council’s activities during the war, 
the resolution said, “advertising 
was a strong ally of the govern- 
ment in behalf of programs re- 
quiring cooperation from the pub- 
lic at large. As a consequence, the 
usefulness of public service adver- 
tising was firmly established as 
being of tremendous aid in ad- 
vancing the public welfare. 

“It becomes urgent, therefore, 
that every individual, every ad- 
vertiser, every advertising agency, 
every advertising and publishing 
trade association take immediate 
steps to compel Congress to re- 
pudiate this report.” 

At the meeting, Stanley Moss, 
of Moss & Arnold, New York, 
chairman of the ICC advertising- 
publicity division, charged that 
the report was an excerpt from 
the full report of the committee 
which had been submitted sepa- 
rately because the committee de- 
sired to withhold the full report 
for political reasons. 


Form New Agency 


Walter S. Rowe, formerly mer- 
chandising and advertising man- 
ager of Estate Stove Company, and 
Allen M. Wyman, previously as- 
sistant advertising manager of 
Estate Stove and later with Noma 
Electric Corporation, New York, 
have announced formation of a 
new agency, Rowe & Wyman Com- 
pany, with offices in the Dixie 
building, Cincinnati, about July 1. 


Beltone Starts Drive 


Guenther - Bradford & Co., Chi- 
cago, handles all national news- 
paper advertising of Beltone Com- 
pany, Chicago, for its $300,000 
campaign to promote the Beltone 
Mono-Pac hearing aid. In addi- 
tion, the company through Gold- 
man & Gross, Chicago, will use 
national magazines, dealer mail- 
ings and a new house organ. 


Launches Wine Drive 

E. & J. Gallo Winery, Modesto, 
Cal., is launching a summer cam- 
paign for its new summer wine 
drink, the “Gallo Glacier,” using 


full color window displays, news- 
papers, trade publications, humor- | 
ous radio spot announcements, 
outdoor posters and skywriting. | 
John Freiburg & Co., Los Angeles, | 
handles the account. 


EG EACH in 100 Lots 


MOUNTED 
| Se EA. in 1000 Lots | ENLARGEMENTS 
POST CARDS or 4x5° | 30°x40" 53.85 EA. 


2+ Ea. in 1000 Lots | 20°x30° 52.50 EA. 


We Photograph Any Product Effectively For as Low As °5. 
., __““THE PHOTOGRAPHER'S PHOTOGRAPHER” — 
165 West 46m St. 2 


" Copy New Yor 19. NY. 


fographers BRyant9-1723 


"WE DELIVER WHAT WE ADVERTISE” 


Justin Miller Named 


Justin Miller, president of the 
National Association of Broadcast- 
ers, has been named a director of 
Brand Names Research Founda- 
tion, representing radio. Manu- 
facturers and leaders of the press, 
radio and advertising business are 
represented in BNRF. 


McCray Studio Moves 


Don McCray, artist and photog- 
rapher, has moved his studio from 
43 E. Ohio St., Chicago, to larger 
quarters at 1140 S. Michigan Ave. 


Berge Opens Fight 
Against Mason Bill 


Washington, June 6.—Leading 
off for the opposition, Justice De- 
partment Anti-trust Chief Wen- 
dell Berge told the House judiciary 
committee today that the Mason 
bill exempting press associations 
from the anti-trust laws would 
permit wealthy publishers. to 
establish “impregnable monopo- 
lies’? in the newspaper business in 


their communities. 

If the associations were not sub- 
ject to the Sherman and Clayton 
acts, the government’s leading 
trust-buster said, single news- 
papers might contract for exclu- 
sive service of all three press 
associations, effectively shutting 
out newcomers from their com- 
munities. 

J. Albert Dean of the Jersey 
Journal, and Sen. Clyde Reed, 
himself a publisher, contended that 
freedom of the press was 
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threatened by the Supreme Court 
decisions subjecting the Asso- 
ciated Press to court scrutiny. 


Acquires Macaroni Firm 


Airline Foods Corporation, New 
York, has announced the acquisi- 
tion of the Atlantic Macaroni 
Company, Long Island City, manu- 
facturer of macaroni products and 
maker of Caruso brand products. 
Plans are being made for further 
development and expansion of this 
entire line and its markets as soon 
as conditions permit. 


ODESTLY he claims to be “the homeliest 
man in America’. However, the physi- 


ognomy of W. W. Edgar, Free Press Bowling 


Editor, certainly has nothing to do with his pro- 


ficiency in corralling 


spot news from Detroit's 


bowling alleys. He haunts the “lanes” and reg- 


ularly comes out with most of the answers to 


“what’s doing” in bowling. 


Single handed he sponsored the 1946 Detroit 


Free Press Captains and Sponsors Tournament 


that broke all entry records. He supervised the 


State Mixed Doubles Championship Tourney that 


N GUARD — 


FOR OVER coil 


‘A CENTURY | 


*w. W. EDGAR 
BOWLING EDITOR 


saw 1,060 competing couples hitting 


the pins. 


In his odd moments he serves as State Bowling 


Co-ordinator, the “Judge Landis” of the business. 


But when summer’s suns dampen thé ardor 
of the bowler, Eddie takes up the cudgel for 
golf and writes “Tales From A Wayside Tee” 
with a “low 70” score for readership. 


Yes, Edgar is an all-around sports writer 


with the energy, enthusiasm and word-magic 


that hoists writers to the top of the list. He is 


one virile and vigorous reason why The Free 


Press is best-read, best-liked, most-wanted in 


the Detroit marketing area. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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Woulfe Will Head 
Pepsodent Unit 


Chicago, June 6.—Henry E. 
Woulfe, vice-president and gen- 
eral manager of the Pepsodent di- 
vision of Lever 
Brothers Com- 
pany, will suc- 
ceed Charles 
Luckman as 
president of the 
division when 
Mr. lLuckman 
assumes the 
presidency of 
Lever Brothers 
on July 1. 

Mr. Woulfe, 
who joined Pep- 
sodent in 1927 as_ purchasing 
agent, took over plant operations, 
production and planning in 1938. 
He became vice-president in 
charge of production in 1943, and 


> 


a 


Henry Woulfe 


|ager in January when Mr. Luck- 
/man moved to Cambridge, Mass., 
as executive 
| Lever. 


vice-president of 


It is reported unofficially that 
James A. Barnett, vice-president, 
will succeed Mr. Woulfe as vice- 
president and general manager. 


Joins Erwin, Wasey 


William A. Brewer, recently re- 
leased from ‘wartime duties on the 
staffs of Generals Bradley and 
Patton and prior to that president 


lof Brewer-Weeks Company, San 
|\Francisco agency, 


which he 
founded with Fred Weeks, has 
joined Erwin, Wasey & Co., Chi- 
cago, in an executive capacity. — 


Donor Opens Branch 

W. B. Donor & Co., Detroit 
agency, has opened a branch of- 
fice in the Commerce building, 
Rochester, N. Y., which is the first 


'of a series of offices to be opened 


vice-president and general man-| jin key American markets. 


Walgreen Airs 


Star-Studded 
Hour Platter 


Chicago, June 6.—One of the 
year’s topflight radio programs 
won’t appear on any network. In- 
stead, it will be heard in over 300 
markets in 39 states the middle of 
this month. 

The show is Walgreen’s 45th an- 
niversary show —a full-hour re- 
corded show featuring Bob Hope, 
Frank Morgan, Ginny Simms, 
Dennis Day, the Andrews sisters, 
Eddie Duchin, Rochester, Vera 
Vague, Harry Von Zell, Ray Noble 
and his orchestra, and practically 
everybody else. 

It won’t run network because its 
schedule is tailor-made to fit in 
with the marketing areas of Wal- 
green drug stores, but the com- 
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REHEARSAL—R. H. Riemenschneider, promotion director of Walgreen Co., left, 


and R. J. Scott of Schwimmer & Scott, 


Chicago agency, go over the script of 


the drug company’s one-hour anniversary program with Bob Hope. 


hailed as one of the most expen- 
sive transcriptions ever done, and 
Walgreen thinks that the idea of 


pletely integrated hour show is|developing top-flight transcribed 


top industry of 
the NASHVILLE area 


Foods of every kind, from flour to ice cream, are processed here 
—adding over 22 million dollars yearly to the enormous value 
of industrial products made in the Nashville area . . . Workers 
in the food industry are part of more than one million prosperous 
people in this market area whose annual income is over 800 mil- 
lion dollars . . . In retail stores alone each person spends more 
than 356 dollars every year—making a rich territory for steady 
sale of your product ... Get your share of the Nashville market 
with an advertising message broadcast at reasonable listener 


SI 


.¢ of lennessee's 


The whee : Capital City 


cost over WSIX. 
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WSIX gives you all three: 


Market, Coverage, Economy 
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980 K. C. 


AMERICAN 
MUTUAL 


Represented Nationally by THE KATZ AGENCY, INC. 


ishows for summer use is so good 


that this technique may eventually 
solve the seasonal slump problem 
for radio. 

The show comes out of Wal- 
green’s advertising budget, which 
will top $3,000,000 this year. 
Schwimmer & Scott, Chicago, is 
the Walgreen agency. 


Eugene Meyer, 
‘Post’ Publisher, 
Heads World Bank 


Washington, June 5.—Eugene 
Meyer, editor and publisher of 
the Washington Post, will step 
down from active direction of the 
newspaper to become the first 
president of the $7,670,000,000 
world bank, set up by the Bretton 
Woods agreements. 

While he will retain ownership 
of the Post, the 70-year-old pub- 
lisher said he would devote his 
full time to the bank, which is 
to exercise a dominant voice in 
credit policies to reconstruct war- 
torn areas, and develop industries 
in areas lagging in production. 

An 1895 graduate of Yale, Mr. 
Meyer was in the investment busi- 
ness until 1917. Entering govern- 
ment during the war on the War 
Finance Board, he stayed to serve 
on the Federal Farm Loan Board, 
and from 1930 to 1933, as gov- 
ernor of the Federal Reserve sys- 
tem. In 1933 he bought the Post. 


Barney Ross Joins 
Blackstone Agency 


Barney Ross, former lightweight 
and welterweight boxing cham- 
pion who saw war action in the 
Pacific as a Marine sergeant, has 
joined the Blackstone Company, 
New York, as an account execu- 
tive. A spokesman for the agency 
said Mr. Ross will specialize in 
incentive activities. 

As a starter, the ex-pugilist is 
doing a special job for one client, 
the Brass Rail Restaurant, by 
emceeing a series of 10 wire- 
recorded broadcasts, featuring 
training camp interviews with Joe 
Louis and Billy Conn, to be aired 
on WHN, New York, nightly at 
6:45 p.m. The first was broad- 
cast June 9. 


Four A’s Central 


Council to Meet 


A meeting of member agencies 
of the central council of American 
Association of Advertising Agen- 
cies will be held June 11 at the 
Tavern Club, Chicago. 

Reports on special topics will 
be given by Fairfax Cone, Foote, 
Cone & Belding; Melvin Brorby, 
Needham, Louis & Brorby; Leo 
Burnett, Leo Burnett Company, 
and Frederic R. Gamble, president 
of the Four A’s. 
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Most families save The New York Times Magazine 

for leisurely, thorough reading. We know this 

is so because reader-surveys demonstrate it and 
because advertisers using The New York Times Magazine 
columns continue to get response for weeks and even 
months after date of publication. 

If long reading-life is important to you, this is 

one good reason to include The New York Times 


Magazine on your magazine schedules. 


The New York Times Magazine 
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THESE NEW SERVICES have been created to help Post advertisers mer- 
chandise their advertising to distributors, jobbers, field men, retailers, etc. 


THE SERVICES enable an advertiser to provide advance notice of forthcoming 
advertising in the Post so that his distributing organization may take full 
advantage of Post impact at the point of sale. 


THE COMPLETE SERVICE consists of: 


A direct mail service—Postcards and folders illustrated with 
sparkling, full-color miniatures of selected Saturday Evening Post 
covers. Folders are designed to show advertisements “‘As seen in 
The Saturday Evening Post.” 


Here for the first time an advertiser can obtain a complete service. 
We have arranged to handle imprinting, addressing, sorting and 
mailing. 


A special letter service combining a trade mark, product, or 
company name with that of the Post. 


Dealer display cards featuring advertisements ‘‘As seen in The 
Saturday Evening Post.” 


Package and envelope stickers, etc. 


This material was created for the sole purpose of merchandising advertising 
in the Post. 


The services are offered at a fair price based on our cost in quantity runs. 


POST ADVERTISERS wishing complete details about these new services should 
get in touch with the nearest office of The Saturday Evening Post. 


NEW YORK OFFICE CHICAGO OFFICE CLEVELAND OFFICE 
60 East Forty-Second Street 333 North Michigan Avenue 1400 Guardian Building 
New York 17, N.Y. Chicago 1, Illinois Cleveland 4, Ohio 


DETROIT OFFICE BOSTON OFFICE SAN FRANCISCO OFFICE PHILADELPHIA OFFICE 
18th Floor, Fisher Building Statler Building 235 Montgomery Street Independence Square 
Detroit 2, Michigan Boston 16, Massachusetts San Francisco 4, California Philadelphia 5, Pa. 
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Are We Getting Too Afar Afield? 


During recent weeks there has 
been a tremendous upsurge in the 
social consciousness of the adver- 
tising business. Convention speak- 
ers, writers, essayists and com- 
mentators have pointed out to 
every conceivable segment of the 
advertising field that this great in- 
strument of mass communication 
can play a major role in maintain- 
ing “the American way of life,” 
in raising the cultural level of 
America, in promoting under- 
standing between groups within 
and without the country, and even 
in«cementing world peace. 

A whole new host of glamorous 
functions and opportunities has 
been thrust on advertising — op- 
portunities which stir the imagina- 
tion almost beyond the concept of 
the easily-stirred advertising man. 
The teehniques which so success- 
fully sell soap and shaving cream 
and sarsaparilla, we are told, can 
be ... should be . . . must be 
turned to account in the realm of 
idealistic human relations, in solv- 
ing the age-old problems of hu- 
mankind, in building a world of 
thought and action far superior 
to any hitherto conceived by man. 

With these concepts and aspira- 
tions ADVERTISING AGE is in full 
accord. It is good for advertising 
—and, we believe, for the world— 
for the practitioners of advertis- 
ing to become acutely aware of 
the force and potency of the in- 
strument they wield, and of its 


power for social good. But it 
seems worth while to remind our- 
selves that we must not let the in- 
effable glow of new glories blind 
us to the simple, homely tasks 
which are, and must continue to 
be, the prime functions of Ameri- 
can advertising. 

In the past, as now and in the 
future, the primary use of adver- 
tising is as a weapon in the com- 
petitive market place. Its first and 
most important job, under our 
economic system, is to sell goods 
or services—to help move more 
products, more cheaply and ef- 
ficiently, from producer to con- 
sumer. The technique has been, 
and should be used more widely 
and efficiently to sell social con- 
cepts, but no one in advertising 
can afford to forget that this is a 
secondary task for American ad- 
vertising, with its success depend- 
ent in large measure upon how 
good a job we do in our primary 
field. 

Let’s not be too eager to slough 
off the clothes of business and the 
market place in favor of the ethe- 
real robes of social service. As 
The Advertising Council and others 
who have had extensive experi- 
ence with public service advertis- 
ing discovered quickly, the best 
public service advertising is likely 
to be that which does not fail to 
sell the merits of the advertiser’s 
products or services the while it 
serves the public interest. 


This Is No Time for Jitters 


For the first time in five or six 
years, a few modest minus signs 
are beginning to crop up in adver- 
tising statistics. Strikes, materials 
shortages and all of the other dif- 
ficulties of steering the nation 
back to something resembling nor- 
mal have delayed some advertis- 
ing schedules, caused postpone- 
ment and cancellation of others, 
and the indexes which have been 
climbing at the rate of Jack’s 
famous beanstalk have begun to 
show some signs of shrinkage. 

Although the shrinkage has 
been far less than one would an- 
ticipate in view of the tremendous 
turmoil in the industrial picture, 
they have apparently begun to 
cast a faint pall of gloom and un- 
certainty over the field. There is 
talk these days, for the first time 
in five years, of cancellations, of 
cutbacks, of reductions in agency 
staffs. 

Actually, like so much of what 
we hear, most of it is merely talk. 


There has, for example, been con- 
siderable discussion of the “beat- 
ing” that radio advertising is tak- 
ing, when, as a matter of fact, 
recent cutbacks have represented 
a total of about three per cent of 
the national radio advertising dol- 
lar. In this perspective, it be- 
comes apparent that radio still has 
a long, long way to go before it 
“falls apart.” 

The same is true in other fields. 
On the whole, advertising volume 
has shrunk far less than a review 
of the economic scene would seem 
to indicate, and there is every rea- 
son to believe that it will make a 
quick recovery in most fields. 

This is no time to disrupt well- 
geared organizations nor to in- 
dulge in panicky actions. It is a 
time to take a good look around, 
to trim off some of the wasteful 
practices and habits of thinking 
which developed during the hectic 
war days, and to prepare for a 
sound, stable future. 


—Electrical Merchandising 


"| think it's grand the way the old boy helps build up a new salesman's con- 
fidence." 


Ding Mo Hao 

Up in the rarified atmosphere of 
the Brand Names Research Foun- 
dation, they’ve spotted a unique 
tale by AP Correspondent Morton 
P. Gudebrod. Newsman Gudebrod 
is fresh from China, and reports a 
highly interesting shenanigan per- 
petrated by the Chinese. 

The American colony in Shang- 
hai, Mr. Gudebrod recalls, stuck 
by trademarks. They bought by 
brand, they bought American-style 
food, and they wanted American 
canned products. In China, where 
labor is the hallmark of low caste, 
no housewife would lose face by 
doing her own shopping. The 
Number One boy does the market- 
ing, and Missy carefully told him 
what she required, often showing 
him the cans, since most Chinese 
—even if they can speak English 
—are unable to read it. 
Meantime, the villains of the 
piece, certain Chinese merchants, 
discovered that you can imitate a 
lithographed label fairly easily. 
Into the expatriates’ homes came 
food. The food came out of the 
cans. Came instantaneous reac- 
tion. Shouts of protests. Clutch- 
ing of stomachs. Number One boys 
on the carpet. Hysterical insist- 
ings that proper purchase had 
been made. Inspection of can. 
Discovery: Can looks just the 
same, but the name instead of 
“Moop’s” is “‘Noop’s.” 

This, naturally, crossed up the 
houseboy, whose knowledge of 
English was limited to a smatter- 
ing of polite pidgin and whatever 
sulphurous invective he could pick 
up around the waterfront. So 
Missy went marketing herself, face 
or no face. 

So, Mr. Gudebrod concludes, 
with brand names “you know what 
you’re getting. It struck me as odd 
that I had to go to China to realize 
one of the great facts of American 
economic life.” 


Wanderlust 

We’ve claimed all along that 
Americans were essentially no- 
madic people, and that only the 
hawsers of income and employ- 
ment kept them moored to a city 
or region. During the war, of 
course, plenty of travel went on, 
as families followed Daddy around 
while he rode the training camp 
circuit, or highballed across the 
country to meet a returning ship. 
So it’s gratifying to find our opin- 
ion confirmed by the American 
Magazine, in a promotion piece 
called “Travelogue,” which deals 
with the plans of its readers for 
postwar vacation. It’s a pretty 
fancy piece of promotion at that, 
replete with charts and cartoons 
and bar graphs. American fami- 


lies are planning to take trips this 


summer, with some 47% expecting 
to go outside the United States; 
most of them will go by auto; 
they’ll probably go during July 
and August; they’ll be gone about 


19 days; prefer unplanned trips;- 


will spend about $285—which com- 
pares with a prewar average of 
$145 for a three-person family. 


Sleuth Stuff 


Some time ago, elsewhere in this 
newspaper (AA, March 11), we 
told about Gray & Rogers’ slick 
mailing piece campaign for Sharp 
& Dohme. Realizing that doctors 
present a certain obstacle to direct 
mail, the agency had dreamed up 
a mystery series, with a subtle 
sales message worked into the pat- 
tern. The series was written by 
Riley Brown, a member of the 
copy staff and a contributor to 
sundry pulps devoted to the shed- 
ding of human gore, its cause and 
cure. Comes now a new booklet, 
called the “Case of the Missing 
Shoes,” also by Mr. Brown, this 
time for another G & R client, the 
First National Bank of Phila- 
delphia. The plot concerns a man 
who has discarded his shoes after 
tramping all over the city paying 
his month’s bills. Having con- 
fessed to doing away with his 
shoes, he is led off to durance vile. 
The moral: You may avoid bill- 
paying tribulations by maintaining 
a checking account. It’s a sprightly 
book, aptly illustrated, and high in 
originality and imagination for 
bank copy, ordinarily rather staid 
stuff. A good sample of the Riley 
style: ‘‘ ‘Aha,’ said Snoop. ‘I see 
it all now. Your shoes hurt, so 
you decided to murder them. This 
is not shoe-napping. It’s shoe- 
icide!’ ” 


Jottings 


Shappe - Wilkes, New York 
agency, is urging its clients to 
have each employe contribute one 
can of food to the UNRRA emer- 
gency food collection committee, 
a method of contribution practiced 
by the agency... 

And a fancy promotion piece 
came in from Town & Country 
announcing its centennial issue in 
December. Advertisers are warned 
that historic and commemorative 
copy will be given preference. 

The Dallas Morning News has 
trimmed that long hair and is now 
in the market for a teen-age col- 
umnist who’s hep to the jive and 
can make wit’ a typewriter. Pros- 
pective columnists must be under 
19, may write as they please, and 
the News will pay for a weekly 
piece up to 300 words... 

Let-down dept.: “You’ve waited 
patiently, ever since Pearl Harbor, 
and now for your reward—Bond’s 
first showing of the postwar Rem- 
ington electric shaver!” .. 
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The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 


VERTISING AGE, 
Chicago 11, Il. 


No. 2653. True Story Readers. 

This brochure, issued by Mac- 
fadden Publications, is based on 
a recent survey of True Story 
reader families and gives a picture 
of the scope of the magazine’s 
wage earner market. True Story 
families are mostly wage-earner 
families, it is pointed out, and the 
figures in the book show size of 
families, occupations of family 
heads, education and many other 
details. 


No. 2654. Complete Market Infor- 
mation About Iowa and the 
Des Moines Register and Trib- 
une, 


Coverage of the daily and Sun- 
day editions of the Des Moines 
Register and Tribune is shown in 
this folder by means of color 
maps, which are accompanied by 
a table of detailed market infor- 
mation. Population; retail, food 
and drug sales; farm income and 
home and car ownership are 
shown, among other data. 


No. 2622. The Golden Crescent- 
Three Million Market of Pros- 
perous Farm Folks. 

The market composed of the 
“golden crescent states’”—Mich- 
igan, Ohio and Pennsylvania—is 
discussed in this folder, issued by 
Capper-Harman-Slocum, publisher 
of Ohio Farmer, Michigan Farmer 
and Pennsylvania Farmer. Farm 
ownership, rank of these states in 
number of electrified farms, own- 
ership of equipment and machin- 
ery, and production of crops and 
dairy products are covered. 


No. 2629. 
Habits. 


A new study in Good House- 
keeping’s continuing consumer 
panel series is this one, which 
goes into great detail about the 
use of all sorts of cosmetics. Prod- 
ucts include not only stuff for the 
face, but also shampoo, deodorant, 
manicure items and perfume, and 
shows frequency of use, and an- 
swers by age groups. 


100 E. Ohio St., 


Personal Grooming 


No. 2604. How to Step Up Reader 
Interest in Ads to Power Plant 
Engineers. 

Based on 319 plant calls in 28 
industries, this report, issued by 
Power Plant Engineering, tells 
how to dig up helpful sales and 
service data, and suggests seven 
ways to gear ads to the needs of 
power engineers, An organization 
chart shows operating and main- 
tenance functions of a typical plant 
engineering department. 


No. 2642. Going Places. 


This, the first of a new series of 
folders issued by Kimberly-Clark 
Corporation, reproduces the art- 
work of several prominent travel 
advertisers, showing the printa- 
bility of Trufect Levelcoat paper 


- -|for fine color work. A state-by- 


state list of K-C distributors is 
included. 


No. 2648. The Sales Opportuni- 
ties in Battle Creek, Michigan. 
This booklet, issued by the Bat- 
tle Creek Enquirer and News, con- 
tains maps and market data cover- 
ing the Battle Creek trade area, 
and deals with population, indus- 
try, number of workers and an- 
nual payroll, and the relative posi- 
tion of the area in terms of buy- 
ing power. 
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Farm Market Vital, 
Auto Advertisers’ 


Council Reminded 


Hot Springs, Va., June 4.— 
Growing importance of the post- 
war rural market drew major at- 
tention at the recent three-day 
meeting of the Automotive Adver- 
tisers Council held at The Home- 
stead here. 

Both the over-all farm market 
and the potential replacement 
market in towns of 5,000 or less 
were discussed by Charles Le- 
Fevre, advertising manager, 
Sealed Power Corporation, Mus- 
kegon, Mich. Importance of this 
segment of the market for auto- 
motive parts, equipment, tools and 
accessories is shown, council mem- 
bers were reminded by the fact 
that it accounts for approximately 
half of all vehicles. 

Emphasis also was given to the 
forthcoming “Guide Book to More 
Profitable Customer Meetings,” 
which is soon to be published for 


What Every 


Exporter Knows 


The alert export manager will be the first 
to admit that he is dependent on factual 
marketing data to carry on an effective sell- 
ing job, and that in the case of Latin Amer- 
ica such data is very sketchy. 

He may not know that NORTE, original 
consumer magazine published for Latin 
America, has also pioneered in gathering 
and collating reliable information on the 
100,000 plus families who constitute its read- 


ers. 

Under the direction of A. Ben Candland, 
the Norte Research Institute, using modern 
scientific methods, has carried on a continu- 
ous readership survey. From 1944 to date 
over 1,000,000 questionnaires, embracing 
age, sex, occupation and brand ownership 
of consumer products, have been distributed, 
The thousands of returns tabulated provide 
an authoritative insight into the buying 
habits and preferences of NORTE readers. 
Over 50 products, now being advertised in 
Lotin America, have already been analyzed. 

New memberships in the non-profit Norte 
Research Institute, on a nominal share-the 
cost basis, are now available to a limited 
number of exporters. 

This is another feature that makes NORTE 
an outstanding international consumer mag- 
azine. 
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distribution to automotive whole- 
salers. This work is under the 
direction of an AAC task force 
headed by Walter Kirkpatrick, 
Wilkening Mfg. Company, Phila- 
delphia; J. F. Apsey, Black & 
Decker Mfg. Company, Towson, 
Md., and Russ Conley, R. M. Hol- 
lingshead Corporation, Camden, 
N. J. 

By a unanimous vote, all present 
officers of the council were re- 
elected for the coming year, in- 
cluding T. Faxon Hall, Walker 
Mfg. Company, Racine, Wis., pres- 


ident; Mr. Kirkpatrick, vice-presi- 
dent; Mr. LeFevre, secretary, and 
George W. Stout, Perfect Circle 
Company, Hagerstown, Ind., treas- 
urer. 

Gene Robers, sales promotion 
manager, Weatherhead Company, 
Cleveland, and Burt Hotvedt, sales 
promotion manager, Blackhawk 
Mfg. Company, Milwaukee, were 
reelected to the board of gover- 
nors. Two new members of the 
board are Edward Todd, advertis- 
ing manager, Imperial Brass Mfg. 
Company, Chicago, and P. C. Ross, 


assistant advertising manager, 
Timken Roller Bearing Company, 
Canton, O. 


11 to Rodgers & Brown 


The following 11 advertisers 
have appointed Rodgers & Brown 
Advertising, New York, to handle 
their accounts: Browns Frosted 
Foods, Philadelphia; De Owens 
Cosmetics, Miami; and Chelsea 
Lamp & Shade Company, Silver 
Junior Dresses, Jerry Greenwald 
(junior dresses), Pasquire (cos- 
metics), S. J. Busch Company 
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(giftwear), John Hull Cutlery, 
Sidney Infants. Wear (children’s 
utensils), J. P. Frank Company 
(textiles), and Courtshire Fashions 
(ladies’ coats and suits), all in 
New York. 


Appoints Seaby 

P. C. Seaby, recently released 
from the Canadian Army and be- 
fore that associated with the Ed- 
monton branch of the National 
Drug & Chemical. Company of 
Canada, has been appointed head 
of the company’s new sales pro- 
motion division in Montreal. 
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ENTERS ITS 
TO CHICAGO 


In doing so, tt reaffirms the 


ideals and the policies which have made the 

Tribune Chicago’s most widely read newspaper and 

most productive advertising medium: To let nothing interfere 
with its determination to print the news, completely and without 


compromise, and to be steadfast in advancing the public interest. 


APRIL AVERAGE NET PAID TOTAL CIRCULATION: DAILY, 
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THE CHICAGO TRIBUNE 


100” YEAR OF SERVICE 
AND THE NATION...... 


om YEARS AGO today, 
June 10, 1847, the first issue 
of the Chicago Tribune appeared 


in an edition of 400 hand-printed 
copies. While reporting the news of America’s 
participation in five wars, eight major depres- 
sions and 25 presidential elections, the Tribune 
has spared no effort or expense in order to gather 
the news about every significant daily develop- 
ment and to print it in the 
public interest. 

During the 99 eventful years 
in which 57 other Chicago 


newspapers have come and gone, the Tribune 
has been unremitting in its devotion to the 


interests of Chicago, the midwest 


and the nation. 
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In striving to make each day’s 


~ 


as issue better than the one of the 
day before, the Tribune continuously has pio- 
neered in new fields of interest to readers and 
has adopted each new mechanical improvement 
as fast as science and its own staff have been 
able to devise them. 

As a result of its stanch independence in shar- 
ing with readers the rights of a free press and its 
fighting stand in the public in- 
terest, this newspaper early in 
its career was singled out for 
the 


«c 


national prominence as 


* 
OVER 1,045,000—-SUNDAY, OVER 1,450,000 Tue 


much abused and widely read 
Chicago Tribune.”’ 
Today, as the Tribune enters 


oa Hie 
att aly a! A911) 
Y Ie 
pe J got 
founder of its greatness, it reaffirms the ideals 
and policies which have made it the Voice of the 
Middle West and the most talked 
about newspaper in the world: 
To let nothing interfere with its 


its 100th year of continuous pub- 
lication, owned and published 
by the third generation of the 


determination to print the news, 
completely and without compro- 
mise, and to be steadfast in ad- 


vancing the public interest. 


VOUME 


THE WORLD’S GREATEST NEWSPAPER 
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‘Squeeze Play’ 
Hits Canadian 
Radio Set Makers 


Quebec, June 4.—Radio set mak- 
ers “are being squeezed between 
rising production costs on one 
hand and government bureaucracy 
on the other,” R. M. Brophy, re- 
tiring president of the Radio 


Manufacturers Association of Can- 


ada, warned at the group’s 17th 
annual meeting here last Friday. 

Recalling that the Wartime 
Prices and Trade Board last Sep- 
tember issued a directive permit- 
ting negotiation of prices between 
set and parts manufacturers, Mr. 
Brophy added: “This at least al- 
lowed the set manufacturers to 
get under way but—up to the 
present time—the government has 
not seen fit to give the set manu- 
facturers any relief to absorb the 
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Sets 


w Unmatched in todays Media Market! 


OUR PAPER!” 


MR. & MRS. RURAL AMERICA really read their Hometown weekly 
newspaper. Its life in every home is from 5 to 7 days each week. 
They read advertising as well as news, as phenomenal 
70 to 90% readership surveys have proven many times. They 
read in receptive mood of home quiet. They buy in their local 
trading centers . . . last year to the tune of 28 BILLION 
Dollars. National Advertisers—support your local dealers 
by advertising in this effective “point-of-sale” media. 


YOU CAN PROFITably reach vast, rich Rural America, or any 
part ...or parts... of it, thru NAS, with only one order, 
one billing and one check. You are relieved of all the 
mechanics of a newspaper schedule, at no extra cost. 


Write today for your copy of the 
1946 National Directory of Newspapers. 


NEWSPAPER ADVERTISING SERVICE, INC. 


Business Corporation of the National Editorial Association 


SAN FRANCISCO 
441 Holbrook Bldg. 


CHICAGO 
188 W. 


NEW YORK 


Randolph St. 512 Fifth Ave. 


increased costs resulting from 
component price increases, rising 
labor costs and increased overhead 
due to uneconomical production 
quantities and the fact that, being 
in the center of the squeeze play, 
the set manufacturers cannot hope 
to get into full production on a 
wide range of models.” 


Dealers Also Affected 


This “stifling of production” is 
not only forcing set makers to the 
wall, he added, “but is also placing 
hundreds of component parts man- 
ufacturers, distributors and dealers 
throughout the country in the 
same position.” Returned service- 
men setting themselves up in busi- 
ness are finding themselves in “an 
untenable position,’ he said, due 
to lack of expected merchandise. 

A recent poll of the Canadian 
set makers disclosed that “all are 
facing a loss position,” Mr. Brophy 
said, adding that unless price con- 
trols are changed “there is real 
danger that Canada’s radio indus- 
try will be paralyzed.” 

The Canadian radio manufac- 
turers believe that, granted relief 


from material shortages and pric- 
ing restrictions affecting all radio 
production, FM radio receiving 
sets will hit the Canadian market 
during the first quarter of 1947, 
with first availabilities to be de- 
termined by location of the first 
FM broadtasting stations. Mont- 
real, Toronto, Winnipeg and Van- 
couver are the first four cities on 
the list, according to Dr. A. Frigon, 
general manager of the Canadian 
Broadcasting Corporation. 

S. L. Capell, vice-president and 
general manager of Philco Cor- 
poration of Canada Ltd., was 
elected president of the associa- 
tion. F. R. Deakins, president of 
RCA Victor Company Ltd., was 
named vice-president, and S. D. 
Brownlee was re-appointed ex- 
ecutive secretary. 


Releases Survey 

A survey of Hartford, Conn., in- 
dustrial resources has been re- 
leased by the local Chamber of 
Commerce. The study, designed 
for business executives seeking 
manufacturing sites, lists area pop- 
ulation and classifications of local 
industrial plants. 
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Set Limits on Media 


Repairs, Construction 


Amendments to the govern- 
ment’s construction freeze order 
made it amply clear last week that 
there will be no interference with 
maintainance of panel posters, or 
important repair work on radio 
stations or publishing plants. 

Panel posters were specifically 
listed on the exemption list for a 
$200 small-job allowance. Radio 
stations had a $1,000 small-job al- 
lowance. Radio towers are exempt 
from the freeze altogether. Print- 
ing plants and newspaper publish- 
ing buildings were listed for a 
$15,000 small-job allowance ex- 
emption. 


‘Post’ Appoints Two 

Allan Whitehead has been pro- 
moted to assistant national adver- 
tising manager of the Washington 
Post, retaining responsibility for 
the automotive classification. 
Henry J. Bailey, formerly national 
advertising manager of the Wash- 
ington Star, has joined the na- 
tional advertising department of 
the Post to work on the automo- 
| tive classification. 


been published to help Jones build and maintain 
his foreign markets. Over the years, American 
export trade has been roughly one-third with Latin- 
America, one-third with Europe and one-third with 
Asia, Africa and Oceania. American Exporter’s 
selected circulation reaches the key people in all 
those markets. Its distribution to individual coun- 
tries is likewise controlled in proportion to the 


| Smith is the merchant who serves his own com- 
munity. Jones is the manufacturer who serves the 
world, Both operate on the same business funda- 
| mental—the law of averages. 

Each knows that he will not have identically 
| the same customers each month, but that — month 


in and month out—he will find approximately the current value of each market for American exports. 
same number of customers in the market for his ‘We'd like to give you figures showing where 
wares. foreign buying power is currently highest — show 
| Jones—selling nationwide and worldwide—ob- you why America can sell abroad at least double 
viously has his eggs in more baskets, enjoys the her pre-war volume for years to come— present f ' 
greater margin of safety. The peaks and valleys the clear-cut facts as to the strong leadership of 
in the business cycle of one foreign country are American Exporter as the trade medium for com- 
counterbalanced by those of another foreign mercial advertising and of American Exporter- | 
fet country — or by.those here at home. Industrial for industrial advertising to all foreign : 
ae For the past 68 years, American Exporter has markets. 
Conventions at the : ‘ 2 
MORAINE HOTEL afford the 
happy combination of con- 
ciel abet ond has | AMERICAN EXPORTER 
ous rest. 
Of graceful Georgian ar- | ESTABLISHED 1877 
chitecture and early American appointments, in | 
an inspiring setting of ravine woodland on the = /§ «Ss sawp AAMERICAN EXPORTER-INDUSTRIAL 
shore of Lake Michigan, the MORAINE just nat- 
urally makes business a pleasure. 
Our facilities conveni ay accom dat Johnston Export Publishing Company 
roups u ° rsoms... e ers. s&s are 
pate Pig in prngpe «A Beach Club ” ee 386 Fourth Avenue New York 16, N. ¥. $ 
Additional information will gladly be submitted PHILADELPHIA CLEVELAND CHICAGO ST. LOUIS SAN FRANCISCO LOS ANGELES F 
upon request. r 
o 
MOUAMILE ON: IHE-LaKe 
HIGHLAND PARK, ILLINOIS 
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Eberhard Faber 
Springs New Copy 
for Ballpoint Pen 


New York, June 4.—Eberhard 
Faber Pencil Company will break 
national advertising copy for its 
new ball-point pen in magazines 
this month with four-color 
spreads in the June 15 Saturday 
Evening Post, the June 24 Life 
and the July 6 Collier’s. 

Newspaper copy is tentatively 
scheduled for mid-June, after the 
pens have reached national dis- 
tribution. The new pen is priced 
at $15 plus tax, and will do what 
other ball pens are said to be 
capable of doing. The initial an- 
nouncement did not say that it 
could write under water, however. 

Initial announcement copy in 
business papers says that when 
this type of pen “was introduced 
from South America under the 
original ._Laszlo Biro patents, it 
was Eberhard Faber companies 
that first negotiated for and later 
acquired American rights.” Now, 
after two years of precision engi- 
neering, the company says, the 
ball revolves at 1,800 r.p.m. at 
average writing speeds. 

Hicks & Greist, New York, is 
the agency. 

Eversharp, Inc., officials told AA 
months ago that their company 
would distribute ball point pens 
to be made by Eversharp and 
Eberhard Faber. 

Besides Eversharp and Reynolds 
International Pen Company, pres- 
ent and prospective competitors 
in the ball pen field include Eagle 
Pencil Company, Waterman Pen 
Company, W. A. Sheaffer Pen 
Company, Parker Pen Company, 
S. Buchsbaum & Co. (maker of 
the Style King, sold by Sears, 
Roebuck & Co.) and at least a 
dozen more smaller companies. 


Andrews Appointed 


John Andrews has been ap- 
pointed sales promotion manager, 
Reinhold Publishing Corporation, 
New York, to take charge of pro- 
motion activities for Industrial & 
Engineering Chemistry, Materials 
& Methods and Progressive Archi- 
tecture. 


If you sell 
FRUIT JUICES 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


i 
a1 WIBW 


"She rice of Hamaaa” 


Topeka... Kansas 


Surveys Charge Accounts 


American Home, through its 
reader-consumer panel, reports 
that three fourths of its 2,350,000 
families have an average of 3.4 
department store charge accounts 
apiece. Within the past. six 
months, 94% used them. 


Will Spend $40,000 


Increasing its tourist advertising 
appropriation $30,000, the British 
Columbia government will spend 
$40,000 in this field during the 
1946-47 season. 


Army Uses Radio 


The Army Recruiting Service, 
through N. W. Ayer & Son, began 
sponsorship, May 27, of a Mon- 
day-through-Friday five - minute 
sports program on the full ABC 
network. Harry Wismer does the 
sportscasting at 9:55 p.m., EDT. 


BBB Chapter Reelects 


Better Business Bureau of New 
York City has reelected Sheldon R. 
Coons president; H. J. Kenner, 
general manager, and W. P. Collis, 
recording secretary, for the coming 


year. David M. Freudenthal, vice- 
president and treasurer of Bloom- 
ingdale Brothers, has been named 
treasurer to succeed Spencer 
Greason of Brooks Brothers, who 
ended a three-year term. Mead A. 
Lewis of Dick & Merle-Smith, in- 
vestment banker, has been elected 
vice-president, and Elliott H. Lee, 
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vice-president of the Guaranty 
Trust Company of New York, has 
been elected to the board of di- 
rectors. William M. Holmes, presi- 
dent of Bonwit Teller, and Ed- 
win S. Friendly, vice-president 
and general manager of the New 
York Sun, have been reelected 
vice-presidents. 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL WINNIPEG 


KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


REGINA 


MERCHANDISING 


CALGARY 


EOMONTON VANCOUVER 


“how many hours can a printer save each year?” 


We don’t pretend that we can give you the exact figures 


. .. but we do know that any printer who uses INTER- 


NATIONAL OFFSET saves plenty of press time. 


That’s because INTERNATIONAL OFFSET is specially 


made to give the most productive kind of press per- 


formance —by offset-lithography or letterpress. This 


flat-lying paper safeguards against curling—speeds 


up long runs of single or multiple color jobs. 


Strong, surface-sized and fuzz free, INTERNATIONAL 


OFFSET can be depended upon when time is short but 


a quality job is wanted. Naturally it’s a top choice 


with leading lithographers for broadsides, envelope 


enclosures, brochures or booklets. 


This paper is not yet plentiful enough to supply 


everyone who wants it. As the world’s largest maker 


of papers, however, we are putting all our efforts into 


increasing production as far 


as current conditions 


permit. International Paper Company, 220 East 42nd 


Street, New York 17, N. Y. 


Ba 


y 
VE Concerting 


C INTERNATIONAL > 
PAPERS fo Suiting 
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by an alert, wide-range 


editorial concept, SPORTS AFIELD is now 

far and away America’s *1 sportsman’s 
magazine. Over 500,000 sportsmen buy this 
unquestioned leader. Wide-awake space 


buyers are taking advantage of the fact that 


SPORTS AFIELD not only provides the biggest 


circulation but also the lowest-cost 


coverage of men who buy the 
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I-Do to Von Zehle 
for New Campaign 


Wallace & Associates, Butler, 
Ky., has appointed William Von 
Zehle & Co., New York, to handle 
a new campaign for I-Do cos- 
metics. The account was formerly 
handled by Perry-Brown, Cincin- 
nati. 

Advertising for the cosmetic 
cream will feature it as an aid to 
making eyelashes grow and as a 
mascara and eye-shadow. Full 
pages in four colors will be used 
in Good Housekeeping, Harper’s 


Bazaar, Vogue and business papers. 
In addition to a cooperative news- 
paper campaign, the company has 
scheduled ads in 10 newspapers 
in key cities and will add to the 
schedule as distribution expands. 


Larson Joins Welborn 


“Ad” Larson, formerly account 
executive of the Associated Ad- 
vertising Agency, Los Angeles, has 
joined Marion E. Welborn & As- 
sociates, Los Angeles, as assist- 
ant to Mr. Welborn, account ex- 
ecutive and public relations coun- 
selor. 


Bulova Vet School 
Has 128 Students; 
1,400 Jobs Ready 


New York, June 4.—In opera- 
tion a little more than a year, 
Bulova Watch Company’s watch- 
making school for disabled vet- 
erans now boasts 128 students, 
every one of whom is assured a 
job at the end of the course. 

Run at no cost to the veteran, 
and without government subsidy 


y’ MT. RAINIER 


NATIONAL 
PARK 


of the 


Tacoma 
News Tribune's 
6L,.317* 
Circulation 
is concentrated 


or contribution, the school, located 
in Woodside, L. I., is supported 
solely by the Bulova Foundation 
and chartered by the board of 
regents of the state of New York. 
Fourteen hundred jewelers 
throughout the country have al- 
ready pledged to offer jobs to 
graduates, who come from all 
parts of the nation. Bulova itself 
has no plans to take any of the 
men into its organization. 

The course in watch-making 
runs for one year, the course in 
watch-making and repairing for 
a year and a half. The school 
was designed and built especially 
for this purpose, utilizing every 
facility of modern’ vocational 
training and built with ramps for 
wheel chair cases, non-slip cork 
floors, complete medical facilities, 
two movie projection rooms and 
other physical advantages. Li- 
brary, museum, murals and gen- 
eral atmosphere of the school have 
been toned to bring out the stu- 
dents’ respect for the profession 
of horology. 

The Bulova Foundation, inter- 
ested in getting other industries to 
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establish similar enterprises, has 
placed its complete staff, research 
material and facilities at the dis- 
posal of any company which 
wishes to follow suit. 


Plans Fishing Monthly 


The Maine Coast Fisherman, to 
be published in Belfast, Me., by 
Eugene C. C. Rich, will be 
launched in July. The monthly 
tabloid will have a controlled cir- 
culation among Maine lobstermen, 
fishermen, and seafood canners, 
shippers and wholesalers. It will 
be available on a subscription basis 
to the eastern wholesale and re- 
tail trade outside Maine. The pub- 
lication will report news of the 
Maine fishing industry and will 
present information on all national 
ho aaa and retail seafood mar- 

ets. 


Names Addison Vars 


Irving Air Chute Company, Buf- 
falo, maker of parachutes and 
aviation safety devices, has ap- 
pointed Addison Vars Company, 
Buffalo, to handle national adver- 
tising, publicity and sales promo- 
tion. 


YOU MAY BE ABLE TO PITCH 
A BASEBALL AT 94 M.P.H.* 


MICHIGAN! 


BUT—YO0U CANT THROW AN 
OUTSIDE BROADCAST INTO WESTERN 


~ 


nm 


a 


in the Retail Trading Zone! 


HERE is rifle-shot coverage that 
carries real sales impact — 96% 
concentration in an area with re- 
tail sales in excess of $250,000,000 
annually. Not only does the Ta- 
coma News Tribune offer you far- 
and-away the most effective cov- 
erage of the territory; it also 
focuses 58,950 of its total 61,317 
circulation within an average 30- 


mile radius of Tacoma’s city 
limits. You get dominant effect 
right where it's needed—in the 
“selling zone.” That means maxi- 
mum results, minimum waste. It 
makes the Tacoma News Tribune, 
more than ever, a “must buy” on 
every Washington State news- 
paper schedule! 


* Circulation figures from A.B.C. Pub- 
lisher’s Statement, March 31, 1946. 


THE NEWS TRIBUNE 


Tacoma 1, Washington 


Covering Washington’s Second Market 


Just as a catcher’s mitt smothers even the hottest 
pitched ball, so does Western Michigan’s blanket of 
fading actually smother the signals even from super- 


power “outside” stations. 


The only way to reach the really valuable Western 
Michigan market, with any consistency at all, is to 


use broadcasts originating in Western Michigan. 


A proven CBS combination—WKZO for Kalamazoo 
and WJEF for Grand Rapids—offers you absolute 
coverage of Western Michigan, at low rates. We 
would be glad to send you complete information— 


or just ask Lewis H. Avery, Inc. 


*Atley Dcenald did it in 19389—94.7 M.P.H.! 


KZO_ 


we AND 
- pIRST IN KALA AT VGaN (CBS) 
GREATER 


WJIEF 


vs 
(RST In GRAHD BAPE 
rans ne COUNTY (CBS) 


Both owned and operated by Fetzer Broadcasting Company 
Lewis H. Avery, Inc., Exclusive National Representatives. 
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HERE'S WHERE 
WE STAND 


© Orme of enero! 


fg ot be or coreterer ome 


“WEEN BETTER AUTOMOBILES ARE BUILT BUICK WILL BUILD THEM™ 


DELIVERY CODE—This ad, which ap- 
peared in the Charlotte Observer over 
the signature of the local Buick dis- 
tributor, tells prospective buyers what 
considerations influence deliveries of 
new cars. 


Pennsylvania 
Plans New Series 
of Centennial Ads 


New York, June 5.—The major 
portion of the Pennsylvania Rail- 
road’s record centennial advertis- 
ing campaign, already running in 
national magazines and dailies and 
weeklies throughout the country, 
is scheduled to break this month 
—or possibly somewhat later— 
with advertisements featuring the 
parallel development of the Penn- 
sylvania and the industries which 
have grown up with it and which 
it serves. 

Opening centennial ads, a series 
of three highlighting the railroad’s 
progress over the years and its 
promise for the future on the basis 
of past achievements, have been 
running for several months. 

The bulk of the centennial cam- 
paign is appearing in magazines, 
principally four-color bleed 
spreads, because “It is felt that 
there are so many things of a 
timely nature occurring in rail- 
road transportation today that 
newspaper space will be needed 
constantly throughout the year for 
the purpose of quickly transmit- 
ting important messages to the 


SAYS... 
Here's meat for space buyers... 
Highest percentage of gains over 
1939 of any city in the State was 
revealed by checks passing 
through Rockford banks during 
March. That reflects buying 
power...sure enough! 


At the Top in Minot 
ROCKFORD 


MORNING STAR 
REGISTER-REPUBLIC 


111,000 
METROPOLITAN POPULATION 


traveling and shipping public,” 
ADVERTISING AGE was informed. 


Color Ads Scheduled 


Color insertions will appear in 
the following magazines, which 
have been scheduled on a staggered 
basis to the end of the year: 
Business Week, Collier’s, Country 
Gentleman, Farm Journal, Holi- 
day, Ladies’ Home Journal, Lib- 
erty, Life, Look, National 
Geographic, Nation’s Business, 
Newsweek, Pathfinder, Scholastic 
Magazine, The New Yorker, The 


Saturday Evening Post, and United 
States News. 

In addition to space advertising, 
the railroad incorporated as a 
preface to its annual report a brief 
historical review of the company 
which was reprinted as a small 
pamphlet for distribution on 
trains, similar to the way the rail- 
road’s publication, “Train Talks,” 
is distributed to the public. Sta- 
tionery appropriate to the centen- 
nial also was developed for use 
during the fore part of this year, 
and later there will be some 


“modest” displays of new equip- 
ment now on order which “may 
or may not” be delivered as. ex- 
pected, AA has learned. 


For Once the Wives 


Get the Invitations 


On the theory that wives don’t 
often get asked to such affairs, 
Fawcett’s Today’s Woman sent in- 
vitations to the wives of adver- 
tisers and agency executives in 
New York to attend a cocktail 
party and fashion show May 22 
at the Rainbow Room atop Rocke- 


21 


feller Center. The wives were 
asked to invite their husbands to 
come along. 

The party formally introduced 
“Today’s Woman At Home,” a 
new service section of the hates 
magazine. 


Elect Garnet T. Dickson 


Garnet T. Dickson, manager, 
purchasing department, Goodyear 
Tire & Rubber Company of Can- 
ada, New Toronto, Ont., has been 
elected president of the council of 
Canadian Purchasing Agents’ As- 
sociation. 


RELAXATION 


is a 4-Billion-Dollar Business! 


Four Billion Dollars* a year is what 


anglers and gunners 
spend— right now—to 


out-of-doors. Big? — it’s colossal! It’s far 
more money than is spent for all “spec- 
tator sports’ combined and all the 


equipment needed to 


515 


are planning to 
relax in the great 


stage them! 


Madison Avenue e 


Don McNeill, known to millions of 


radio Breakfast Club” 


laxes on a float trip in the Ozarks. 


listeners, re- 


Times change—but some things don’t 
change with the times: for example— 
among outdoor publications Field & 
Stream was first choice of advertisers 
in 1915; it is today “first choice” and it 
has been first choice of advertisers for 
35 straight years — every year. 

* Figures from the U.S. Fish and Wildlife Service, Department of the Interior. 


FIELD & STREAM PUBLISHING COMPANY 
New York City 22 


The cream of American sports- 
men —a richly responsive group 
— enthusiastically follow Field 
& Stream—read it with reli- 
gious zeal and thoroughness. 


Thrilling films from Field & 
Stream’s famous Fishing and 
Hunting Motion Picture Libra- 
ry, the only one conducted by a 
Sportsman’s magazine, entertain 
millions of sportsmen —"‘man- 
ufacture” countless NEW sports- 


men every year. 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 


NOW CELEBRATING 


ITS SOTH ANNIVERSARY 
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i‘ Don't Be Satisfied 
Wasteful 


and services to insure 


a maximum use, consistent results. 


We are a Display Agency and co- 
operate fully with your advertising 


agency to “Pipe-in” 
tional advertising. 


a - 


——— 


Yy Ln villin 


MERCHANDISE. 


~SPEARHEAD-> 


DISPLAYS 
Way We Suggest... 


Now is the time to employ our counsel 


YOUR DISTRIBUTION PROMOTION PLANS WITH 


LEADERSHIP AT “POINT OF SALE” 


with Ordinary 


best acceptance, 


the force of na- 
WINDOWS 


Also Complete Services for Every Other Point of 
Sale Activity 


36 Pages... 420 Pictures . .. an Exhibit of Performance 


Write for a copy of it Today on your business letterhead 


America’s Largest Organization Specializing 
in Merchandise Presentation 


W. L. STENSGAARD & ASSOCIATES, INC. / 


379 N. JUSTINE STREET ¢ CHICAGO 7, ILL. 


48.5% of Men's 
Apparel Stores 


Carry Toiletries 


Many Added Line 
in Past Year, Survey 
by ‘Esquire’ Finds 


New York, June 4.— Nearly 
half of the men’s apparel stores 
which answered Esquire’s ques- 
tionnaire on men’s toiletries carry 
at least one line, and nearly half 
of these added that line in the 
past year, the magazine revealed 
recently in publishing the results 
of its survey. 

Esquire found that 41.3% of the 
stores now carrying men’s toilet- 
ries had stocked them during 1945, 
73.1% of the stores had begun 
stocl ‘ng the lines since Pearl Har- 


bor, and 5.5% plan to add them} 
during the next year. There is 
rough correlation between volume 
of business and the carrying of 
toiletries, since 87.9% of the stores 
reporting that toiletries were car- 
ried are doing a volume of more 
than $50,000 per year. 

The survey was made during 
the first week in December, 1945, 
and caught the retailers in pre- 
sumably the busiest season of the 
year. Out of 3,802 questionnaires 
sent, 776 replies were received, a 
return of 20.4%. The first mailing 
went to retailers in 45 states, with 
Connecticut, New Jersey and Mas- 
sachusetts held out for a confirma- 
tion check. The three-state con- 
firmation check hit 26.4% return. 
Retailers were selected from classi- 
fied telephone listings and from 
Dun & Bradstreet reports. 


Most Carry After-Shave Items 

Some of the survey’s findings: 
(1) 99.2% of men’s apparel stores 
replying carry after-shave prepa- 
rations, 91.5% carry talcum, 88% 
carry cologne; (2) after-shave 
leads, naturally, in sales volume, 


—— 
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THIS 


ADveRTISING IN Holiday! 


329 ADVERTISERS have bought space in HOLIDAY. We are proud 


of the many famous names—and proud of the constantly increasing de- 


mand for space. 


Here's what is happening: 


OLD ADVERTISERS are asking for increased schedules. 
NEW ADVERTISERS are coming into the magazine. 


MORE PAPER is available, luckily—otherwise, all advertising space in 


HOLIDAY would now be sold out for the remaining months of 1946. 


ADVERTISERS WANT this space because HOLIDAY is read by people in . 
the able-to-buy bracket . . . because these readers deliberately look to HOLIDAY 


for ideas on spending their leisure time and their leisure money. 


PROOF OF THIS lies in the response, the results, from advertising in 
HOLIDAY. Testimonials from advertisers themselves say: ‘12,832 re- 
plies from one ad” . . . “Lowest cost per inquiry ever experienced” .. . 
“Readers a select group” ... “Larger return than from any advertis- 


ing we have ever carried” ... “Have never seen anything like this 


in 17 years.” 


STEADY GROWTH of advertising in HOLIDAY is based on 


many solid, proven facts— but they all boil down to this. . 


HOLIDAY mood is a SPENDING mood! 


Holida 


. The 


A CURTIS PUBLICATION 


oY 


INDEPENDENCE 
PHILADELPHIA 


SQUARE 
PENNA. 


5, 


Advertising Age, June 10, 1946 


cologne sells best in 12.5% of the 
stores, and deodorants are growing 
with 5% reporting them as the 
best sellers; (3) 60% of the deal- 
ers like individual items better 
than gift sets, say they sell bet- 
ter; (4) number of brands carried 
ranges from one to nine, but 43.8% 
of the stores carry only one brand; 
(5) stores reporting carry a total 
of 59 lines of toiletries, and L’Orle 
is the leader, with 32.3% stocking 
the brand, King’s Men is second 
at 23.3% and Sportsman ranks 
third with 15.7%; (6) L’Orle leads 
in dollar volume, with 22.3% re- 
porting it as their best seller, 
while Seaforth is first in 10.4% of 
the stores, and Sportsman is first 
in 10.1%. 


Norwood Biggest Seller 


When leadership in dollar vol- 
ume is correlated with the num- 
ber of stores carrying each brand, 
Norwood led the field, with 88% 
of the stores reporting it their best 
seller. Style King, L’Orle, Sea- 
forth and Sportsman also ranked 
high in dollar volume. An aver- 
age of only 35.6% of toiletries are 
purchased by men themselves, and 
the largest volume of business is 
done in December, November and 
June. 

Retailers are inclined to be op- 
timistic about toiletries. A total 
of 97% expect to continue selling 
them, and 71.2% believe sales will 
improve. Some 61.3% of the ap- 
parel stores plan to promote toilet- 
ries more aggressively in the fu- 
ture, although the survey showed 
that no appreciable effort is being 
made in the use of counter and 
window displays currently, Esquire 
reported. 


Lea Maidman to Renoir 


Lea Maidman, who headed the 
New York publicity firm of Lea 
Maidman Associates, which was 
discontinued in 1942 when she 
became information specialist with 
government agencies, has joined 
Renoir Parfums, New York, as ad- 
vertising and publicity director. 


Renoir is a subsidiary of the 
Maurice Levy Company, New 
York. 


Prints Vocational Guide 


“Opportunities in Radio,” by Jo 
Ranson and Richard Pack, has 
been published by Vocational 
Guidance Manuals, Inc., New 
York, offering factual guidance to 
veterans, students and others seek- 
ing vocational rehabilitation. The 
104-page, paper-bound volume 
gives information concerning 
phases of work in radio. 


Print it in 
. the West | 
FOR WESTERN 


| pistriBuTION 


a 


%e Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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|} THROUGH THESE PORTALS ARE PASSING AMERICAS ELECT 


oe 


Here is a completely new audience of world-minded men whose companies produce a large share of the 
extra billions worth of merchandise that the United States must supply abroad just to catch up with the 


accumulated demand. 


Here, in one group, are many, many more than the 50,000 (guaranteed) subscribers to WORLD 
REPORT — prime prospects for America’s leading advertisers such as... BANKS... INSURANCE 
... MACHINERY... RAILROADS...AIRLINES...CHEMICALS...SHIPPING... 
COMMUNICATIONS. 


This is a newly organized market 
that thinks and sells in billions— 
the greatest industrial spending 
power ever brought into one con- 


centrated focus by one magazine. 


And this unique audience—together with their families—are the very people whose 


custom is valued so highly by every advertiser of a high grade consumer product. 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y 


i - WORLD REPORT— ‘he No. 1 advertising medium to reach world-minded people & 
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Femininity Marks 
Magazine Series 
by Sewanee Shoe 


(Picture on Page 67) 


Nashville, June 4.—In a series 
of magazine ads so feminine in 
appeal that they carry an illusion 
of perfume, Sewanee Shoe Com- 
pany has brought the wartime 
women’s casual shoe into the 
fashion whirl under the name 
“casual Fortunet.” ; 

Beginning in August and run- 
ning through December, four- 
color ads will appear in Glamour, 
Harper’s Bazaar, Junior Bazaar, 
Seventeen and Vogue as well as 
black-and-white copy in Calling 
All Girls. Tinted airbrush effects 
over fine line pen and ink sketches 
emphasize feminine appeal with 
no special aim at shoes. Shoe il- 
lustrations are carried in a subor- 
dinate position lower in the copy. 

With such catch-phrases' as 
“from dawning to yawning,” 
Sewanee, division of General Shoe 


Corporation, Nashville, is pro- 
moting “casual Fortunets” as “not 
the least of your loveliness” in 
magazine copy and_ suggested 
newspaper promotion by dealers 
using mats offered by the com- 
pany. Salesmen for Sewanee are 
being equipped with elaborate 
portfolios showing available tie-in 
promotions for dealers, including 
a four-in-one, three-dimensional 
window display unit. Included in 
the promotion are radio spot an- 
nouncement records as well as 
scripts for live announcements 
over local stations. 

Boxes have been redesigned to 
tie in the same style of illustra- 
tion with the national campaign. 

Ruthrauff & Ryan, Chicago, is 
the agency. 


Okay Eversharp Merger 


Stockholders of Magazine Re- 
peating Razor Company of New 
Jersey last Tuesday approved a 
revised plan which permits the 
merger of the company with Ever- 
sharp, Inc. Magazine Repeating 
Razor makes Schick razors, blades 


and electric shavers. Eversharp’s 
stockholders had previously voted 
to approve the merger and had 
approved the company’s branching 
out to sell cutlery of all types, in- 
cluding razors and blades. 

The Magazine Repeating Razor 
account is currently held jointly 
by Biow Company, J. M. Mathes 
and Young & Rubicam. Ever- 
sharp’s account is held wholly by 
Biow. 


ABC Elects Members 


The Audit Bureau of Circula- 
tions has elected the following to 
membership: Firestone Tire & 
Rubber Company, Akron, O.; Cut- 
ler-Hammer, Inc., Milwaukee; Sib- 
ley, Lindsay & Curr Company, 
Rochester, N. Y.; Ralph H. Jones 
Company, Cincinnati agency; Ad- 
vocate Messenger, Danville, Ky.; 
Observer, Moultrie, Ga.; Record, 
Morristown, N. J.; News, Danville, 
Pa.; Arlington Daily, Arlington, 


Va.; News-Herald, Suffolk, Va.; 
Ledger, Antioch, Cal.; Canning 
Trade, Baltimore; FM & Tele- 


vision, Great Barrington, Mass., 
and Engineering Journal, Mon- 
treal, Que. 


NOBEL PRIZE 


in Laterature 


Agency: 
McKee & Albright, Inc. 


_Seakeor 


in Ice Cream 


—and in “‘Michigan’s Other Half,’’* 
it’s Booth Michigan Newspapers 


When Sealtest, makers of America’s largest 
selling ice cream, wanted more business out 


of ““Michigan’s Other Half,’’* they began to 


advertise in Booth Michigan Newspapers 
because they wanted the strong selling force 
of home newspapers in local markets! 


Booth Michigan Newspapers will do the 


same for your product...give you practically 


house-by-house coverage in eight of Michi- 


gan’s key markets. The combined daily cir- 


culation of Booth Michigan Newspapers is 


over 360,000 copies. 


Whatever you have to sell, Booth Michigan 
Newspapers will serve you well. 


For specifie information on 
Booth Michigan Markets. call: 


Dan A. Carroll, 110 East 42nd Street, 
New York City, 17 


John E. Lutz, 435 N. Michigan Ave.. 


Chieago, Il 


* 2,602,055 Michigan buyers live outside 


the Detroit trading area. 


NEWSPAPER 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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Jane Connors, WTHT, Hartford, sales representative, produced 
and staged a downtown department store’s teen-age fashion show, 
entitled ‘Televised Fashions for Teens,’ with a record-breaking at- 
tendance on hand. . . Wyman Randall of Rust Craft Publishers, 
Boston, was on the speakers’ roster for the Purchasing Agents’ As- 
sociation of Conn., recently, at the Chippanee Country Club, Bristol, 
Conn, .. 

Irma Mittleman of West Hartford, Conn., and Lt. J. Donald Lon- 
don, son of Emanuel London, Newark, N. J., ad agency head, and 
Mrs. London, were married the other day at the Tumble Brook 
Country Club at Bloomfield, a suburb of Hartford. Following a 
trip through Canada, the couple will live in Newark, where Lt. 
London will be associated with his dad’s ad agency... 

Tom McNamara, account exec. of Knollin Advertising Agency, 
San Francisco, has won for the third time the annual award of the 
Ross Valley Players, the Marin County amateur theatrical group, 
for the best one-act play. The comedy called ‘Hard to Please,” it 
will be produced this month at the Players’ annual meeting. . . An- 
other San Franciscan in the possession of a recently-bestowed 
award is Thor M. Smith, assistant to the publisher of the Call- 
Bulletin, who has been given the Legion of Merit for his outstand- 
ing work as a colonel on the SHAEF staff in planning and organ- 
izing world press coverage for the European invasion. . . 

W. J. Krebs, pres. of the Potts-Turnbull ad agency, Kansas City, 
Mo., is in Los Angeles for a business session with John F. White- 
head, mgr. of P-T’s new western div., and, even more important, 
for a look at his newly-arrived granddaughter. .. Dun’s Review’s 


1 Sim ices saa 


PROETZ AWARD WINNERS—Mrs. Herbert Cost of the Women's Advertising 
Club of St. Louis, left, presented the Erma Proetz awards bestowed annually by 
the club, at its recent annual meeting. Winners, left to right, are: Elizabeth 
Eyerly, ‘vice-president, Botsford, Constantine & Gardner, New York, Ist award; 
Annia K. Hart, Sears, Roebuck & Co., Chicago, 2nd award, and Ruth Brown 
Reed, Cyrus Crane Willmore Organization, St. Louis, honorable mention. 


ad mgr., Herman C. Daych, has been given the Treasury Depart- 
ment’s silver medal in appreciation of his bond drive speeches dur- 
ing the war... 

A. W. Kaney, station relations mgr. of the NBC central division, 
leaves Chicago today on a 20-day airline tour of South America. 
The trip was 2nd prize in a contest sponsored by the Merchandise 
Mart, home of NBC in Chicago, for suggestions toward improving 
the services and appearances of the building... 

Ted Mayborn, publisher of Southern Home & Garden, Dallas, 
fixed it so the family’s kittens would get their meals when Mrs. 
Mayborn left on a vacation. Her voice calling, “Here, kitty, kitty,” 
was recorded, and when the waxing was played at meal-time it 
sounded all right to the pets... 

Billy Hinds and Buzz Aston of KDKA, Pittsburgh, were given, 
recently, an oil painting of themselves, done by W. B. McGill, ad 
director of Westinghouse Radio Stations, Inc. ‘“Prattle Fatigue” 
is the title, and its shows the two ex-Army men in the Philadelphia 
USO canteen... 

That thick fog surrounding friends of Emil Stanley, vice-presi- 
dent of Traffic World, is due to the cigars they are all smoking as 
a direct result of the appearance of Mark Stanley on the mundane 
scene May 27. He’s the Stanleys’ first child... 

Michael Sweeney, acc’t exec. with the spot sales dep’t of the 
American Broadcasting Co., is father of an eight-pound baby girl, 
Marcia, born May 18. . . Norte publisher Myron Zobel is on a five- 
week flying visit to Sweden, Switzerland, Portugal and Spain, 
where he plans to arrange representation in addition to that already 
established in, Paris and London. . . H. Wilson Lloyd, JWT account 
representative in the public relations dep’t, has been elected to the 
board of directors of the National Travelers Aid Association. . . 

J. E. Smith, McCall’s ad director, recently presented O. E. Everett, 
of the mag’s New York ad dep’t, a wrist watch, signifying his com- 
pletion of 20 years with the company... 

George H. Giese of McCann-Erickson’s foreign dep’t is back in 
New York after a two months’ trip to England, France, Switzerland, 
Holland, Belgium and Luxembourg. . Bruce Barton, pres. of 
BBDO, told the luncheon meeting of the Bridal Business Clinic con- 
ducted June 4 by the Bride’s Magazine, how to woo and win the 
$2,500,000,000 bridal market. . . 

The gang at J. Walter Thompson’s Chicago office did a super- 
duper job of welcoming Dale McCutcheon’s new daughter to the 
fold. The daughter, Dale’s first child, made her appearance June 4, 
and the office ribbers promptly fixed up a special celebration in 
honor of the genial Dale. . . 

Douglas Stapleton, copywriter in the radio dep’t of Newell-Em- 
mett, New York, is co-author of a new mystery novel, “The Corpse 
Is Indignant.” The “Corpse” is his twelfth detective book. . . 
Charles J. Heale, who recently marked a 30-year rise from errand 
boy to pres. and gen’l mgr. of Hardware Age, was given a testi- 
monial dinner May 27 at Whyte’s Restaurant in New York by more 
than 150 hardware dealers, wholesalers and manufacturers. . . 
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Price Cuts Mark 
Sears Book: Ward 
Offers New Radios 


Chicago, June 3.—Markdowns 
on everything from garden hose 
to vitamins—coupled with a warn- 
ing that Congressional action on 
OPA may force higher prices—are 
included in the new 230-page mid- 
summer book being mailed to 
customers of Sears, Roebuck & Co. 

A similar warning that Sears 
might be forced to hike prices be- 
cause of higher costs on mer- 
chandise went out in the com- 
pany’s April special sales book. 
Sears, the insert sheet explains, 
will continue to merchandise its 
goods at the lowest possible prices 
and “always in conformity” with 
OPA regulations. 

Montgomery Ward & Co., which 
is distributing a 222-page summer 
flyer to its mail order customers, 
offers a wide variety of items but 
does not feature price cuts in the 
Sears’ fashion. Prices on midsum- 
mer offerings in both books ex- 
pire at the usual Aug. 31 dead- 
line, when the new fall and winter 
catalogs will be available. 


Some Supplies Gone 


The majority of Sears’ items 
falls in the “on the shelf” cate- 
gory, so the company expects that 
most supplies will be adequate. 
There are, however, a few “Sorry, 
not available” overprints, includ- 
ing such items as a fold-away 
metal bed and mattress, steel 
Saf-T-Box, and Homart chrome 
plated bathroom accessories. 

Some Sears Approved drugs 
are offered in a one-cent sale, 
while a 30% saving is offered on 
other drug items promoted by the 
company. Its Multi-Kap vita- 
mins are marked down from $3.79 
to $2.98 for 100 capsules, while a 
bonus offer on Super-Kap vita- 
mins includes a free box of 50 
capsules with purchase of a bottle 
of Super-Kaps. The Vitamin- 
Mineral Super-Kaps, in a box of 
200, is offered at $2.79 until Aug. 
31, with the price thereafter set 
at $3.09. 

An inside back spread in full 
color announces a new Sears serv- 
ice, Holland grown and packaged 
flower bulbs which reach the cus- 
tomer “unopened from Holland,” 
with Sears supplying the proper 
address. The various bulbs, carry- 
ing Sears’ own Garden Master 
trademark, are to be sent out 
about Oct. 15. 

Sears, which started featuring 
Magazine subscriptions about five 
years ago in its general catalogs, 


ALL 


New Encianp 
with 30000 watts 


ON 680 KILOCYCLES 


Nationally Represented by 
WEED & CO. 


‘The inside back cover features an | vanized roofing, in addition to de-| 


25 
again offers “money saving spe- Other items include watches,| lengths, with the 10-foot sheet Kromer Joins Hammer 
cials” on single subscriptions and | binoculars, furniture, suitcases, | priced at $2.25. | Edwin Kromer, formerly with 
combination deals, including lead | draperies, electric clocks and | 


| J. Walter Thompson Company in 
|New York, has joined Hammer 
Advertising Company, Hartford, 
as art director. 


trains, auto tires and tubes, and | FTC Criticizes Hillman 
tions for both grownups and chil-| Ward’s own Airline brand of} prc jast week extended its | 


dren. | radio~phonograph consoles and drive against misrepresentation in| 
Front cover of Ward’s_ book | table radios. 'the sale of reprint books to Hill-| 


ing weekly and monthly publica- 


offers a Galey & Lord print suit} A new featured item is alumi-|man Periodicals, Inc., New York, | = 
at $8.98, and wearing apparel|num roofing, which is said to| asserting that the company failed| Give National Coverage Fahy 
takes up the bulk of the flyer.| weigh one-third as much as gal- to indicate in advertising and) 
front cover notices that its novels" 4 

all-steel boy’s wagon, constructed | fying rust and requiring no paint. ea a oliead ceases “ceaacaee hy, Reloase 

of heavy gauge metal and | for protection. The aluminum Mercury, Inc., for use of “incon | (Covering 10,000 Dailies & Weeklies) 
equipped with ball bearings and| sheets are 26 inches wide and) spicuous type” reading that “This| 480 Lexington Ave. N. Y. City 17 
rubber tires, priced at $18.75. ‘come in 6, °8, 10 and 12-foot! book is cut.” Eldorado 5-0747 


FIRST IN NEWS VOLUME 


Among the Nation’s Evening Papers 


Media Reeords Analysis 
just released 


shows that for the year 1945 the news content 
of The Blade was the largest of any evening 


newspaper in the United States. 


The Blade has always believed that in serving 
the interests of its readers to the fullest extent, 
it is at the same time serving the best interests 


of its advertisers as well. 


OQLEDO BLAD 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
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FCC Splits Over 
Denial of KOW 
to Columbia 


Washington, June 5.—The com- 
plaint that FCC policies are hos- 
tile to the doctrine of free enter- 
prise in radio echoed from the 
commission itself this week, as 
two members attacked a majority 
decision confining CBS to its pres- 
ent total of seven owned and op- 
erated standard broadcast stations. 

In refusing to permit CBS to 
buy KQW, San Francisco, as a key 
station at the “Golden Gate,” the 
majority took the position that 
ownership of the seven stations 
by CBS “already represents such 
a concentration of control of AM 
facilities that it should not be 
extended.” 

Seeking approval of the $950,- 
000 deal, CBS had argued that 
“ownership of a reasonable num- 
ber of stations, provided it falls 
short of monopoly in the national 
sense or monopoly in the local 
sense, adds greatly to the stabil- 
ity of network operations.” 


‘Ignores Essential Factors’ 


Supporting the network, Com- 
missioner Ray Wakefield com - 
plained that the majority opinion 
“completely ignores such essen- 
tial factors as the number of other 
broadcast services available in the 
San Francisco Bay area, the 
distant location of other Colum- 
bia-owned stations, and the im- 
portance of a San Francisco-owned 
station to Columbia operations. 

“Besides KQW, there are now 
11 stations serving the San Fran- 
cisco Bay area. Seven of these are 
in San Francisco, three in Oak- 
land, and one in Berkeley. Five 
of the San Francisco stations, 
three of which are owned by other 
networks, are of equal or greater 
power than KQW. No other Co- 
lumbia station renders primary 
service to San Francisco. The 
nearest is over 400 miles away, 
located in Los Angeles.” 


Asks Individual Judgment 


It was Commissioner E. K. Jett 
who stated what the minority was 
thinking, however. 

“In my opinion, the doctrine of 
free enterprise and competition 
does not lend itself to a policy 


4. More key officials in Wash- 
ington read TIME regularly than 
read any other magazine, however 
big its circulation. 


p A The members of Congress 
vote TIME the most important 
U.S. magazine that carries 
advertising. A 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.Y. 


which seems to set an arbitrary 
limit on the ownership of sta- 
tions,” Commissioner Jett wrote. 

“It is my belief that each case 
should be considered separately 
on its merits. 

“It is possible, for example, that 
common ownership or control of, 
say, six stations in a small section 
of the country may mitigate 
against the public interest, while 
no opposition would be raised to 
twice that number over widely 
separated areas.” 

The majority took the position 
that policy stemming from the 
network monopoly rules “looked 
toward the diminution of this con- 
centration of control in the hands 
of network organizations or others, 
rather than further accretions. 

“The commission is of the 
opinion that public interest in 


broadcasting is better served by 
entrusting the operation of radio 
stations to a maximum number of 
qualified people, rather than by 
having a large number of stations 
controlled by a single person or 
organization.” 

The majority agreed that con- 
centration of control is not a fac- 
tor of absolute number of stations 
alone, but depends also upon the 
character of the facilities involved. 
It pointed out, however, that of 
the seven owned and operated 
CBS standard stations, six are 50,- 
000 watt, clear-channel outlets. 

FCC denied that ownership of 
an additional station was neces- 
sary to insure stability of opera- 
tion, pointing out that “the history 
of CBS has been one of continuous 
expansion and improved financial 
resources.” 


The network has operated 
profitably every year since its in- 
corporation in 1927, with the ex- 
ception of the first two years, and 
has made large payments of divi- 
dends to its stockholders and to 
its surplus account, FCC said. 

“As of Dec. 31, 1944, CBS had 
an unappropriated earned surplus 
in the amount of $16,582,595 in 
addition to capital surplus or paid 
in surplus in the amount of $158,- 
440.” 


Agency Promotes Lehman 


H. E. Lehman, media director of 
Hanly, Hicks & Montgomery, New 
York, has been elected secretary- 
treasurer and a member of the 
board of directors. He is also sec- 
retary-treasurer and a director of 
the company’s subsidiary, Wallace- 
Ferry-Hanly Company, Chicago. 
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Plans Record Drive 
for 3-in-1 Oil 

Biggest advertising campaign 
ever planned for 3-in-1 Oil, made 
by Boyle-Midway, Inc., house- 
hold division of American Home 
Products Corporation, New York, 
will open in July with a cartoon 
series in about 40 leading maga- 
zines, and an extensive business 
paper series. During the fall 
hunting season, 75-line insertions 
will be spotted in sports sections 
of 150 newspapers. W. Earl Both- 
well Advertising Agency, Pitts- 
burgh, handles the account. 


Cohen Promoted 


J. Lewis Cohen has been pro- 
moted to supervisor in charge of 
package stores, metropolitan area, 
for William Jameson & Co., divi- 
sion of Seagram-Distillers Corpo- 
ration, New York. 
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You cover the plants that do 
OVER 96% of all metalworking 
business with STEEL 
@ Takea glance at the operations shown at 
the right. These are the operations common 


to all of the plants in the metalworking field. 
That’s why you will find the men responsible 


for the production of autos, machine tools, 
refrigerators, clocks, and a wide variety of 
other products read STEEL. They want to be 


informed on new ideas, new methods, new 
ways to improve production and reduce costs 
on these operations, and from experience 
they know STEEL is first with the answer. 


High readership, and excellent editorial cov- 


COVERS 7621 PLANTS 
THAT DO METAL 
CLEANING & FINISHING 


COVERS 6948 PLANTS 
THAT DO 
PRODUCTION WELDING 


COVERS 615 PLANTS 


erage make STEEL first with the men you 
want to sell. STEEL gets your message to the 
plants that do over 96% of all the business 
in the huge metalworking market. For more 
data on STEEL’S market—its size—number 
of plants—operations performed—and im- 
portance to you—invest an hour in looking 


over STEEL’S study of the mar- 
ket. It’s the most completely up- 
to-date data available anywhere 
on the Metalworking Market. 


STEEL 


Penton Building, Cleveland 13, Ohio nage yt e+ {i ge © 


MORE THAN 100,000 EXECUTIVES IN PLANTS 
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Elect O’Connor, Schupp 


Walter O’Connor, national ad- 
vertising manager, Harrisburg 
Telegraph, has been elected first 
vice-president of the Manufac- 
turers’ Representatives Associa- 
tion of central Pennsylvania. John 
Schupp, national advertising man- 
ager, Lancaster Intelligencer-Jour- 
nal, New Era and Sunday News, 
was elected to the board of di- 
rectors. 


Papers Raise Prices 
Pittsburgh’s three daily news- 
papers, the Post-Gazette, Press 
and Sun-Telegraph, have inaugu- 
rated a price increase from four 
to five cents for daily editions, 
effective June 3. Sunday price in- 
crease from 12 cents to 15 cents 
in city and suburban areas, effec- 
tive June 9, was announced by 
the Press and Sun-Telegraph. 


Basic Newspaper 


Research Pattern 
Evolved by NAEA 


Minneapolis, June 6.—Advertis- 
ers, agencies and newspapers all 
favor a “standard basic pattern” 
for newspaper market research, 
and “that pattern is evolving and 
within reasonably broad limits 
can be set down.” 

That is the basic conclusion of 
the research committee of News- 
paper Advertising Executives As- 
sociation, headed by Samuel G. 
Howard of the Minneapolis Star 


Journal and Tribune, which has 
made a detailed study of news- 
paper market research in coopera- 
tion with the Four A’s and the 
ANA, Tabulation of the results, 
as well as a major part of the cost 
of making the extensive investiga- 
tion, was underwritten by R. L. 
Polk & Co. 


Few ‘Must’ Research Projects 


The committee found that per- 
sonal interviews, mail question- 
naires, store inventories and con- 
sumer panels all are acceptable to 
advertisers and agencies, provided 
only that a simple but reliable 
means can be found for deter- 
mining their validity. It found, 
too, that there are few “must” 
research projects, and that beyond 
the basic data for each market, 
“brand preferences for consumer 


goods and shopping habits” are 
the types of information most 
wanted. 

In setting up a projected “basic 
minimum” for newspapers, the 
NAEA committee urged: 

“1, A consumer questionnaire 
like the Milwaukee Journal be- 
cause of its lower cost and lack 
of other difficulties. 

“2. At least a 3% cross section. 

“3. Breakdowns of cities over 
50,000 into zones. .. Arrive at an 
A-B-C-D bracketing of families. 

“4. A basic minimum question- 
naire covering (a) basic facts such 
as age, race, sex, home ownership, 
etc.; (b) buying habits, including 
shopping habits, brand preferences, 
prices paid; (c) supplementary 
data covering whatever subjects 
an individual paper’s advertisers 
are interested in. 


COVERS 177 PLANTS 
THAT DO SMELTING 
OR REFINING 


COVERS 5539 PLANTS 
THAT DO STAMPING, 
FORMING OR DRAWING 


COVERS 342 PLANTS 
THAT DO ROLLING 


COVERS 5031 PLANTS 
THAT DO HEAT TREATING 
OR ANNEALING” 


COVERS 2340 PLANTS 
THAT DO SAND OR 
PERMANENT MOLD CASTING 


COVERS 1973 PLANTS 
THAT DO FORGING 


COVERS 8908 PLANTS 
THAT DO 


PRODUCTION MACHINING 
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THAT MAKE PRODUCTS LIKE THESE ARE READING steen EVERY WEEK! 


27 


“5. Future objectives—(a) it 
would be desirable to standardize 
on a style of city map, including 
such basic facts as location of 
principal shopping districts ... the 
area into which the newspaper’s 
influence extends, wards, trans- 
portation lines, suburban com- 
munities and their shopping areas. 
(b) The adoption of a code of © 
practice for mailed questionnaires 
would be desirable. In this con- 
nection a manual of approved 
practice in mailed questionnaires 
is being considered by your com- 
mittee.” 

In presenting the interim re- 
port to NAEA members, Mr. How- 
ard reported that the new com- 
mittee, to be headed by John 
Lewis, St. Paul Dispatch-Pioneer 
Press, intends “to set up four or 
five different research programs, 
with the thought that from these 
a newspaper can pick the one best 
suited for its operation and mar- 
ket. They hope to have a screen- 
ing committee to set up a ‘seal of 
approval’ on newspaper research.” 


Hotpoint Appoints 
Johnson Ad Manager 


Merrold S. Johnson, formerly ad- 
vertising manager of Arnold 
Schwinn Company, Chicago man- 
ufacturer of bi- 
cycles, has been 
appointed man- 
ager of the ad- 
vertising and 
sales promotion 
division of Edi- 
son General 
Electric (Hot - 
point) Appli- 
ance Company, 
Chicago. 

Mr. Johnson 
Merrold S. Johnson Succeeds Harry 

E. Warren, who 
has been named New York man- 
ager of Ralph H. Jones Company 
(AA, May 20). 


To Chambers & Wiswell 


Chambers & Wiswell, Boston, 
has been appointed advertising 
and merchandising counselor to 
United Equipment Company, Bos- 
ton maker of heavy duty indus- 
trial power and_ construction 
equipment. 


Coe Named Ad Manager 


Charles E. Coe, formerly gen- 
eral manager of the Verne Burnett 
organization, New York public re- 
lations counsel, has been appointed 
advertising manager of Hoard’s 
Dairyman, Fort Atkinson, Wis. 


‘Dallas Business’ Starts 


A 12-page tabloid business man’s 
weekly newspaper, Dallas Busi- 
ness, is scheduled to appear June 
14, published by Gordon C. Brown, 
former publicity director of the 
Dallas Chamber of Commerce. 
Gerald V. Smith, former national 
advertising manager, Nunn-War- 
ren Publications, Amarillo, Tex., 
is advertising manager. The paper 
will have an introductory free 
distribution of about 5,000. 


Issues Sales Manual 


Fresh’nd-Aire Company, Chi- 
cago maker of air circulators, has 
released a new sales manual for 
dealers. In five main divisions, 
the manual explains differences 
between the company’s product 
and “ordinary air pushing,” ap- 
plication of the product in homes, 
industrial and commercial estab- 
lishments, and offers detailed serv- 
ice explanations. 
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covering almost 6 million families in 10 major 
markets through the Sunday Issues of: 


New York Journal American *Milwaukee Sentinel 


Baltimore American Boston Advertiser 

_ Pittsburgh Sun-Telegraph Los Angeles Examiner 
Detroit Times San Francisco Examiner 
Chicago Herald-American Seattle Post-Intelligencer 


(*Milwaukee Sentinel represented individually by Paul 


Block & Associates) 


Represented Nationally by HEARST ADVERTISING SERVICE 
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4 © ean you find in one package this parade of all-star artists and writers! 


Names everybody knows, stories everybody reads, drawings every- 


body enjoys ... ALL in Pictorial Review ... EVERY week. 
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Artiscope Introduced 


A new optical instrument, the 
Artiscope, enabling the user to 
draw anything he can see by 
transposing the object viewed in 
full color to the drawing board, 
has been introduced by Beeler En- 
terprises, North Hollywood, Cal. 
It is made of aluminum and 
equipped with special mirrors. 


Radio Makers to Meet 


Peacetime production problems 
will be the main topic of discus- 
sion at the 22nd annual conven- 
tion of the Radio Manufacturers 
Association, June 11-13, at the 
Stevens Hotel, Chicago. OPA 
pricing and CPA materials sup- 
plies also will draw considerable 
attention. 


Houghton 


Marquett 


"Siemon iron Mountain 


Escanaba 


Over 

51,000 net 

paid circu- 
lation daily— 
no duplication— 
| at only 3lc per 
1 line. 


35 E. Wacker Drive 
CHICAGO 


Member American Association 


THIS 


Remote from any large city—beyond the 
influence of metropolitan papers— 


~~ Sault Ste. Marie 
e 


MICHIGAN'S UPPER PENINSULA 


ESCANABA PRESS 

HOUGHTON MINING-GAZETTE 
IRON MOUNTAIN NEWS 
MARQUETTE MINING JOURNAL 
SAULT STE. MARIE NEWS 


EFFECTIVE COOPERATION GIVEN ADVERTISERS 
WRITE: 


SCHEERER & CO. 44 texington Ave. 


RICH MARKET 


can be effectively covered only 
through the strong combination 
of the 


of Newspaper Representatives 


Network Sponsors 
Play In-and-Out 
Reshuffling Game 


Shows Purchased, 
Resold in Jockeying 
for Better Time 


New York, June 5.—Reshuffling 
of network radio shows, spurred 
by cancellations in choice time and 
the resulting scramble for better 
spots, hit a dizzy clip this week 
with two advertisers dropping 
programs, two others changing 
shows, two buying canceled offer- 
ings, one adding a show to its list 
and another curtailing its sponsor- 
ship. 

In addition, two sponsors are 
jumping networks, three others 
are reported uncertain whether 
they will renew shows in the fall, 
and still another is said to be con- 
sidering withdrawal from the air- 
lanes for the summer. 

ABC and Mutual shared the 
bulk of the week’s changes. At 
ABC, Seeman Brothers, maker of 
Airwick air refreshers, signed a 
52-week contract picking up spon- 


sorship of a 15-minute Sunday 
evening news program featuring 
Don Gardiner. William H. Wein- 
traub & Co. placed the account. 
The program was dropped re- 
cently by Serutan Company. 

William Wise & Co., book pub- 
lisher, through Huber Hoge & Sons, 
has canceled its Galen Drake book 
program Sundays on ABC, but has 
expanded its schedule by retaining 
the Galen Drake show Saturdays 
and adding a show Tuesdays, 
starting June 11, over the net- 
work’s basic Mountain and Coast 
webs, using more stations than 
before. Philco Products, Inc, has 
canceled “Stairway to the Stars,” 
featuring Paul Whiteman and his 
orchestra, on ABC effective June 
30. “Stairway,” aired through 
Hutchins Advertising Company, 
was successor to “Philco’s Radio 
Hall of Fame.” In the doubtful 
bracket at ABC is U. S. Steel’s 
“Theater Guild of the Air,” which 
is being replaced by a mystery 
show for the summer and has not 
yet been renewed for fall sponsor- 
ship. 


Quaker Oats Renews 


Meantime, Quaker Oats Company 
has signed 52-week renewals on 
its two ABC shows, “Terry and 
the Pirates” and ‘‘Ladies Be 
Seated.” Both are heard across the 
board on more than 190 stations. 


Sherman & Marquette is the 
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agency for the “Terry” series, La- 
Roche & Ellis for the “Ladies” 
show. 

The Wildroot Company, through 
Batten, Barton, Durstine & Os- 
born, is discontinuing sponsorship 
of the Woody Herman show on 
ABC after July 12 and substitut- 
ing a dramatic series, “The Ad- 
ventures of Sam Spade.” 

At Mutual, R. B. Semler, Inc., 
maker of Kreml hair tonic and 
shampoo, is reported dropping the 
Lyle Van across-the-board news 
program and trimming its three- 
times-weekly sponsorship of Ga- 
briel Heatter’s news commentary 
to once a week, starting July 1. 


Coca-Cola May Cancel 


The Coca-Cola Company is said 
to be considering cancellation of 
the Spotlight Bands program on 
Mutual for the summer. Meantime, 
General Foods’ “House of Mys- 
tery” is leaving the MBS network 
June 8 and the sponsor may not 
pick up the tab for the fall, it is 
said. 

Mutual picked up a sponsor for 
“The Shadow” on 87 stations in 
the Southwest and West with the 
signing of G. Barr Company, 
for Balm-Barr Cream Whipped 
hand lotion, for 52 weeks, through 
Arthur Meyerhoff & Co. The show 
has been a sustainer on these sta- 
tions since Grove Laboratories 
bowed out as_ sponsor several 


Circulation, Ad 
Gains Are Likely, 
MAB Survey Shows 


Expansion in 
Field Outlined 
in New Folder 


New York, April 30.—Continued 
circulation gains are expected for 


tistical comparisons are for the 


period 1939-45—including the last | 
year of “normal” business and the) 


last year of war. And, cautions 
MAB, the changes outlined are so 
great that their extent may sur- 
prise even those whose affiliation 
with the industry has been unin- 
terrupted during the fast-moving 
war years. 


More Growth Expected 


Viewing future prospects in the 
field, MAB points to some recent 
slackening in newsstand sales and 
increase in returns of comic maga- 
zines and “so-called pulps.” But, 
it adds, most magazine publishers 
expect further growth in the vol- 


leading magazines which still are 
unable to satisfy full newsstand 
demands, as well as greater adver- 
“sing, the Magazine Advertising 
~au has forecast in reviewing 
sar highlights of the indus- 


ume of magazine circulations, 

based upon these considerations: 
“1. In recent years, magazine 
circulations have increased nearly 
10 times as fast as the gain in 
population—faster than the growth 
in other accepted indices or me 
2 Amer _— : standa~ 


tisew 
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CIRCULATION CHANGES OF LEADING MAGAZINES BETWEEN 1939 AND 1945 


the war for the first time in their 
‘azines expect to hold 

‘e Sip.” 
- I period, 


firms in the same industry. 
While the U. S. population in- 
creased 10% during the same 


First Six First Six First Six First Six 
Months, Months, Months, Months, 
1939 1945 Change 1939 - 1945 Change 
American ........ 2,189,217 2,494,133 + 304,916 | Liberty 2,358,643 1,156,216 = —1,202,427 
American Home....... 1,511,904 2,344,338 + 832,434 See eee eee - 2,382,021 965,241 +1 23,220 
Idetter Homes & Gar- OS re ee ee ee ee ee 1,557,547 1,925,048 + 367,501 
dens . vee ee 1,961,946 2,380,031 + 418,085 | Mademoixell« ee 169,633 426,030 + 256,297 
Capper’s Farmer ...... 1,168,430 1,241,700 + 73,270 McCall's ia 2,940,875 3,400,553 + 459,678 
D.. <6 «igtwtiecsess | Ranmpads e 418,907 + 418,907 III b0:4. 5.64 6-S odes 327,838 613,180 + 285,342 
ro re 2,745,051 2,846,052 +101,001 | New Yorker ........... 144,233 227,901 + $3,568 
Cosmupolitan .......... 1,854,247 2,063,993 + 209,746 Qutdoor Life ......... 294,391 343,034 + 48,643 
Country Gentleman .... 2,053,197 2,009,079 —44,118 Vupular Science Monthly 624,310 689,903 + 65,593 
Serre ere 468,517 677,038 + 208,521 Progressive Farmer.... 977,707 950,999 —26,708 
Farm Journal ......... 2,442,436 2,506,602 + 64,166 arr rer rrr 1,200,368 1,552,027 + 352,559 
VOFtGNe cecccsscces see seats erase + sane Saturday Evening Post 3,104,208 3,423,781 + 319,573 
0 ere . 160,171 346,84 +185, " ty ae 1,178,532 1,18:,,778 ah Thi 
Good Housekeeping .... 2,275,808 2,622,730 + 246,922 | Successful Farming.... overseen s7 
Harper's Bazaar ...... 202,407 188,619 13,788 | 7 a ee 94388 96 656 —8.676 
House Beautiful ..... 185,666 265,055 own ‘ Fosevecs ' 217.293 212256 
House & Garden...... 175,952 203,253 rue Story™®........... 2,005,139 2,217.2 + 212,254 
ee 1,918,644 \ VORES  cccsccssvccesces 218,762 203,725 —15,037 
Ladies’ Home Journal.. °.4,126 ‘741 Woman's Home Comp . 3,130,706 3,566,457 + 435,751 
*Established ‘1941. tLast 6 mo 
national income, be MAB says, continued advertising |Solar Ups Chertok 
growth in leisu me, advancing |gains are expected from hundreds| Sidney L. Chertok has been ap- 
living stan . Magazine pub-j|of new companies and new prod- inted advertising manager of 
— ae po - 
that these favorable|ucts, a rising standard of living,;Solar Mfg. Corporation, New 
ns will prevail in the fu-|technological advances and im-|York, electronic and electrical 
§ provements in products and meth-| Parts and test — as 
“3. Millions of men and wom-|ods, and keen competition between oo Fa gg Ry 
en began to read magazines during |industries rather than between|‘¢ company 


bureau, Mr. Chertok will also act 
as advertising manager of Solar’s 
subsidiary, Solar Capacitor Sales 
Corporati dis* **-\tor t- the 
radio 
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vain leaders 


(Ue 


was somehow left out. 


First Six 


(ONS = se 


921,165 


« 


peri~~ e folder offers these other 
‘ ” “sag  s_i 


First Six 


A big one got away! 


No doubt it was an oversight—but one of the first two circulation- 


That magazine is TRUE CONFESSIONS — with a circulation gain 
of 113%. Here are the ABC figures: 


Months, 
1945 Change 
1,964,639 1,043,474 


PUBLICATIONS, INC., 295 Madison Ave., New York 17, N. Y., World’s Largest Publishers of Monthly Magazines 
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SER AIR TRAVEL 


dar stations 


now available for airports 
to PROTECT PASSENGERS, 
PLANES, BUILDINGS 


visability. Modern SCR-615 ground control Radar 
Stations are easily installed in any airport. Con- 
trol Tewer operator can “see” all planes withia 
# 25-mile radius with 15-yard acearacy in any 
weather, day or wight. He can notify all pilots, 
by radie, thelr exact locations and altitudes, 
and warn agains nearness of other planes, bsilld- 
ings or satural obstructions. 

© Immediate delivery of these brand new stax 

dons at « fraction of original cost. 


Every Airport will want this protection tor in- 
coming passengers and planes. 
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MUNEC..TION MEASUREMENTS LABORATORY 
Comtral Agent tor War Assets Admiaisirarion 
120 GREENWICR ST., NEW Vora @ 


> 


PROTECTION—Communications Meas- 
urements Laboratory, New York, ran 
this quarter-page copy in the New York 
Sun and Times, while the recent crash 
of an Army plane into a Wall St. build- 
ing was still in the news columns, to 
tell about its ground control radar 
stations. 


months ago. Carey Salt Company 
and the Delaware, Lackawanna & 
Western Coal Company will con- 
tinue to sponsor “The Shadow” 
in the Midwest and East, respec- 
tively. : 
Socony-Vacuum Oil Company is 
dropping “Information Please” on 
NBC June 24, substituting Benny 
Goodman’s band until Sept. 9 
when the band will be augmented 
by Victor Borge, pianist, and a 
guest each week as the 1946-47 
program for Socony. Compton Ad- 
vertising handles the account. 


Gets Bob Burns Show 


The Bob Burns show on NBC 
bows out June 27 as a Lever 
Brothers Company program for 
Lifebuoy, but has been picked up 
by American Home Products and 
is slated to replace “The Great 
Gildersleeve” in the network’s 
6:30 p.m. Sunday slot. “Gilder- 
sleeve” will move into the Wed- 
nesday 8:30 p.m. spot. Ruthrauff 
& Ryan handled the Burns show 
for Lever and will handle it for 
American Home Products. 

AHP also has bought “Surprise 
Party” on CBS, to be heard Tues- 
days and Thursdays from 3-3:30 
p.m. over 34 stations starting July 
2. Ruthrauff & Ryan also wrapped 
up this deal. The program is an 
audience participation show with 
merchandise giveaways. 

Mars, Inc., which has canceled 
“Curtain Time” on ABC effective 
June 27, will start a new “Curtain 
Time” series of NBC for 52 weeks, 
starting July 6, through Grant Ad- 
vertising. The show will be aired 
Saturdays, 6:30-7 p.m., CDT, on 
about 30 stations. 

Procter & Gamble Company, 
through WUancer-Fitzgerald-Sam- 
ple, has signed 52-week renewals 
of three daytime serials on NBC, 
effective July 1. Programs are 


ie 


CANNOT BE SOLD 


FROM THE OUTSIDE | 


Concentrated Circulation 
Gives Enduring Results 


92% 
73% 


Home - carrier - delivery and 
Bayonne family subscription 
gives us a unique ability to 
get you enduring results in 
a community we have been 
serving for 76 years. 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 


“Joyce Jordan, M. D.,” heard on 
89 stations Monday through Fri- 
day at 9:45 am., CDT, and two 
full-network shows: “Life Can Be 
Beautiful,” which replaces “Wom- 
en of America” Monday through 
Friday at 2 p.m., CDT, starting 
June 24, and “Ma Perkins,” aired 
Monday through Friday at 2:15 
pam. CDT. 

“Cavalcade of America,” heard 
on NBC for E. I. du Pont de Ne- 
mours & Co., will leave the air 


June 24 for a hiatus period, end-- 


ing Aug. 26. 

Phil Harris and Alice Faye will 
be a double replacement for Cass 
Daley on the Fitch Bandwagon on 
NBC starting in September. 

Household Finance Corporation, 
through Shaw-LeVally, Chicago, 
will put “Phone Again Finnegan” 


on the CBS network next month. 
The program was canceled on 
NBC. 

Lance Candies, Inc., Charlotte, 
N. C., through Hugh A. Deadwyler 
Company, has purchased a five- 
minute news commentary on the 
ABC network to begin July 7. 


Elect Freeman Head 
of Kellogg Sales 


Earle J. Freeman was elected 
president of the Kellogg Sales 
Company at the recent annual 
meeting of stockholders and di- 
rectors of the Kellogg Company, 
Battle Creek, Mich. He will con- 
tinue as vice-president in charge 
of sales and advertising of the 
Kellogg Company and its sub- 
sidiaries throughout the world, a 
position he has held for two years. 


Harold F. Muntz, in charge of 
the export division of the Kellogg 
Company, and Ralph P. Olmstead, 
its advertising manager, have been 
elected a director of the parent 
organization and a director and 
vice-president of Kellogg Sales, 
respectively. 


Agency Reopens 

D’Evelyn & Wadsworth, Inc., 
San Francisco agency, inactive 
during the war, has resumed op- 
erations with temporary offices in 
the Financial Center building. 
Norman D’Evelyn, head of the 
agency, served with the Army. 


Biow Moves Office 


Biow Company, San Francisco 
office, on June 27 will occupy 
larger quarters in the Central 
Tower building, 703 Market St. 
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“He heard one of my sermons 


over WFDF Flint.” 


So 
Sam 


Every morning DAILY NEWS RECORD reaches key 


men in the seven-phase distributional set-up of textiles, 
‘‘men’s wear, and domestics. To these executives the 
RECORD is “must” reading... it carries news affect- 
ing merchandising, manufacturing, planning, pricing, 


buying. 


DAILY NEWS RECORD thus offers the advertiser a 
“seven-at-one-blow” approach to the textile and related 
industries... with a simultaneous impact on all 
seven distribution links from producer-to-retailer. 
Your ad in the RECORD becomes part of the news 
story of America’s second largest industry... keyed 


to the executive level. 


DAILY NEWS RECORD - WOMEN’S WEAR DAILY 


News Record 


FAIRCHILD PUBLICATIONS 
FAIRCHILD BUILOING—NEW YORK 3, N. Y. 


- RETAILING HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - FAIRCHILD TRADE DIRECTORIES 


RAW MATERIAL 
PRODUCERS 


MILLS 


BANKERS and 
FACTORS 


CONVERTERS 
and FINISHERS 


WHOLESALERS 


MANUFACTURERS 


RETAILERS 
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Nuodex to Mercready | 


Nuodex Products Company,| 
Elizabeth, N. J., manufacturer of | 
paint driers and fungicides, has | 
placed its advertising with Mer- | 
cready & Co., Newark. First cam- | 
paigns will introduce Nuocides, ay 
new line of mildewproofing and 
rotproofing agents. 


Relax in “A 
Coo/ Comfort 
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Saint Louis 
AIR-CONDITIONED 


Pepper-Taft Team Highlights 
Fight for Political Advantage 

Washington, June 6.— The re- 
markable team of Senators Pepper 
and Taft allied to fight the emer- 
gency strike control bill is only a 
sample of the fast political foot- 
work going on here this month as 
elements in the administration and 
Congress seek maximum advan- 
tage from the debates on labor and 
price stabilization. 

With President Truman exhibit- 
ing more respect for conservative 
advice, middle-of-the-roaders like 
Under Secretary of Commerce 


By STANLEY E. COHEN, Washington Editor. | 


| recognizing the value of incentive 
| price increases, and for rigorously 

sweeping out CPA restrictions 
| whenever possible. He made head- 
| lines recently by calling “as a pri- 
| vate citizen” for legislation to halt 
strikes in basic industries for six 


months: 


. «.% 


| Members of the National Tax 
| Alfred Schindler and CPA Chief Equality Association are blanket- 
|John Small come forward as can-|ing Congress with protests against 
|didates for bigger jobs, presum-|qa House small business committee 
ably to be vacated eventually by report picturing cooperatives as 
the “New Dealers.” “bulwarks of democracy in the 
| Build-up for Small is on the as-| fight against monopoly.” Rejecting 
sumption that Price Stabilizer| the notion that co-ops threaten 
Chester Bowles will leave this free enterprise, the committee had 
summer, or that the President may | charged that NTEA’s argument for 
create a combined CPA-OPA toa tax on co-op “profits” was based 
handle the wartime regulations|on “inaccuracies and misstate- 
that will remain when Congress} ments.” 
finishes combing over the price- 
wage stabilization legislation. 
From the day he replaced “Cap” | 
Krug, Mr. Small has attracted at- 


a * 


While it is certainly worth a 
sheet of stationery to get on the 
mailing list, at this writing there 


tention for needling OPA into/is no agreement at the Maritime 


' 


interests and buying 


SuccEssFUL FARMING, Des Moines, New York, 
Chicago, Detroit, Atlanta, Cleveland, San Francisco, Los Angeles, 


money in the bank 


for tomorrow... World War I peaked milk production, 
brought the bonanza price of $3.53 per hundred pounds... 
which dropped to $1.27 in 1932 when surplus milk was 

fed to stock and sewers! Despite the current seller’s market 
and high finance from fluid milk... SuccessFuL FARMING 
forewarns business-farmer subscribers to prepare for possible 
milk surpluses by learning to make cheese . . . reviews the 
art that has become one of the most profitable industries in 
Wisconsin ... outlines methods and means of diversifying 
the product... makes clear that a storeroom of ageing 
cheeses is money in the bank for tomorrow! 


Glossy bossy! « « ea standard hand 
vacuum cleaner grabs the grit, curries the cow, 
makes the chore a cinch... See ‘All Around 
The Farm’’... page 124. 


SF farm article firsts by national 
authorities ... to better the business of 
the nation’s best farm families, situated 
in the best farm territory in the world 
—the thirteen Heart States plus New York 
and Pennsylvania . . . where yields, incomes, 


all time peak! For further facts ... any office... 


“Cheese Is Your Business”... page 22 of the June 
issue. . 
SucceEssFUL FARMING serves as business advisor to the best 
farmers in the country... with practical, pertinent, money- 
making material which makes SF indispensable to America’s 
million-plus best farm families . . . indispensable entree to 
the best “class” market in the world today! 


. is interesting reading... and significant of how 


Also “Your Markets Overseas—Germany’”’.. . “How to Hang 
Onto Your Soil’. . . three special articles on hay grades, 
harvesting, storage ...a flock of other 


power today are at an 


_____ 


Advertising Age, June 10, 1946 


Commission on the need for an 
advertising agency to market sur- 
plus shipping equipment. 

A recommendation for far less 
than the rumored $1,000,000 is be- 
fore the commissioners, however, 
and there is a good possibility that 
those taking the trouble to in- 
quire may have a shot at an ac- 
count which could prove a good 
selling point in soliciting some of 
that lush postwar steamship line 
business, 

Bo * 1 

The $40,500,000 of surplus con- 
sumer war goods which went to 
veterans in April represented 25% 
of all War Assets Administration’s 
sales of this type of merchandise, 
and 87% more than veterans got 
in March. More than half the vet- 
erans’ share consisted of motor 
vehicles. Other big items were 
$3,662,000 of clothing; $2,500,000 
of tractors; $1,379,000 of tires; $1,- 
366,000 of excavating machinery; 
$1,318,000 of sleeping bags; $318,- 
000 of home furnishings; $604,000 
of footwear; $603,000 of flight 
equipment; $534,000 of road con- 
struction equipment, and $343,000 
of refrigeration equipment. 

* * a 

With Congressmen protesting 
“outrages” such as the proposal to 
transfer the Bureau of Marine In- 
spection and Navigation from 
Commerce to the Coast Guard, 
President Truman must see the 
futility of trying to improve the 
government setup. Three rather 
|mild reorganization plans were 
hardly released when pushing and 
shoving began to “save” present 
|regimes in the Social Security 
| Board, Children’s Bureau and 


a multitude of housing agencies. 
* * * 


| 


OPA newsprint officials have 
told a task force representing 
manufacturers, that they are not 
prepared to suspend the ceiling on 
newsprint, or to allow further 
price increases beyond the $17 
already granted. While this does 
not constitute formal rejection of 
the plea for higher prices, it has 
sent the industry spokesmen scur- 
rying to prove that earnings are— 
or will be—below the 1936-39 
level. 

* 

The line is not so firm for print- 
ing equipment, however, for OPA 
has decided to increase prices of 
these items 20%, instead of 12% 
as proposed last January. In agree- 
ing that the increase shall be 
passed on to buyers, OPA conceded 
that there have been substantial 
increases in both materials and 
wage costs. 


* * 


* * 


Proving that miracles never 
cease, the long-debated adminis- 
trative law bill, laying down basic 
rights of persons appearing be- 
fore government commissions, 
reached the White House this 
week almost unnoticed. If this 
Congress can do as much for the 
Lanham trademark bill, it will 
have made a record for itself in 
cleaning up ‘old business.” 


* 


SS @ Set entirely with FOTOTYPE, this 


ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical ... any office girl can be your 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 mcdern types now available. 


THE FOTOTYPE COMPANY 


625 W. Washington, Chicago 6 


me ek er ee aces ag 25m ; pee elle Nekcrtalc™ ates pt ge te Pies oe uiche : ts We ; Sa Bests oe a pees E rere a a Ke Eine faa b : wie one eae 
fox , 
= = ee 
ae eile 
ae ee fy Ser) PP aes ee GE 
tok, — SSS SEE SS a SASS Se : — 
= “ Sat eS SAS . SSS as et af : at : : ee 3 = 
; 3 e Sec FA co. as o ee Sk : ae 
ms — AhR vwasmmngqon & 
PC 
7 a 
| 
; a. 
. ~ 
i. 
ra po 
ie —CSSCSC‘CSCiéC 
q i aa 
eaugs E Z mo = —_ o er : 4 _ ea y CY : ¢ 
- ow . ze ~~ : ot, gee . wis ee 2 AN ee 
¥ * tp 5e nee . : ie 8 Y wiih oS os F so ih ees 
Ne Ty, oe A 5S ss = ; | e : ae ; : oe . | J { 
: R é ae kk Sr ~2 ena ie ‘ 
rae nS ‘ + " i 5S Sax he: ae Ma es a . on i oe See baie aS = Pere a ra 
" : 4 2 ’ ‘ ore ee, oe Ad 
nc 5 eee es sssfesabinn LS i “i oh ee sh ¥ 
‘ ‘ tH F at Ewe a ie, tears ‘ay RS a ee 
: P $4 tH aie : ay ae, Be ce. ‘ge. ; be RDO ie a ae a oe 
AEE HE tT Ss gs SOR —— + 
3 3 33: HH TRA 2 Ee AS B a ¢ 
5 $ 4 Ro HTH ye aS : eee. & SS Wy \ @ i 
ssiisess tH ‘ fy 3 93 #8 \* Ny s 4 fh F 
SS 552%: sasatieite, | acca sa} Se ie i $ 
ve ott HS is Hie ute : aS fe 2 “y oe 
a eee sages NE SSS iN oy: 
: a : 3 8: Ss" — oes Wan. ‘ % f aS = * "sy aon e = é 425) ‘ | 
: % ee H th i  &t Sw eg,  - ae Ee Pe A tits | 
; f m3 a Ba ts Ee aes ee “ . ee ee <=, eee = (J a | 
vai - pea st aa . - ==> 4 _ be 
oN ee a 4 en A | 
as es ae 3 Ri “ ie Can ai aT oo = = = = 3 | 
P = ff aes VS. | 
Ets hi — aa eth ee | 
ee os - es Hage ES ca cm ; ie . 
i i pe Pecan hee eS . ; . ig : 3 t ic | 
Fe , te ee 
: es : " tw an 2. : 3 "3 ie. % | 
2 sa ¥ ts * $ 3 : ae oe fi } 
ga : pic Lg : : ad AAS S es 
o fe Fee d ok: ge yl €. oe | 
ee oe r. 7: ' oa | 
i en pee 4 hes ae 
ey i : a ie ee. | | 
s,) a : - * Pe i es . | 
tena ‘ be ‘i is gg Bie re a a 
i aoe ile I ; Ute | 
SS Germ 4 ) 3 ? Ae 
: — ®. Hie oo PA : 
= ye £ & id Fs ‘ 
- i Bee - ‘ Ht a . } 
mae * J > Co es 4 a Ss F 
a : pe 
; ~ bu a Bs es 
fi PS - ey 
Eat “ pik p F ie 
ae : 3 4 ; q e . 6 Oo if : ie 
tee F j ; a 8 Cio” 2 
eee F seme § a Ue 4 5 BPs a | 
sce : 4 oe . ie eS 
ae e : 2 oe ae a J iy O 
= - 2 , il ’ 
Sos ; ; F on : a Re | 
ra : *: me Et " a Q ff e 
Da “A : ; ie Bt re ; 
: a ae ce ie eee Be : 
nae — . a Bae 7 . } 
ag oo i i 7 Bie al zz 
: a 5 ES . g ; e . ts / g 3 ~g\ 
mee ae i He ma ai a Y = Soe 
: : j i tai. ee 4, KE, >> 
red = ee. ie : rt A - , 
ieee ie . FS a ene é a bud 
a e : ‘4 eee * a rf f Rt , 
oe a x , a i A “se 1 
ae Pi r Pe d j ee “Be & 5 _ . 
! B e uy =e an nA rr 7 ‘ 
y ‘ ce a ob 
j ; ge H =n ne aN 
x ae oe ¥ P 4g Be ‘e — se 
Pi Sd oom * ‘ PE) pee = / 
ee ‘ , a ; o H — ntti - / | 
bi P . F E. ~ oe, i 7 * Pe, 
. 3 < ie me i , v 
- es ; saw ‘ r he. 
: “A f P, Peas . ~ ny NE 
ty, Ee t ia, ae a <8 swam 
ie j z Ha j “ogee | 
* P 3 * eee Pe ee = 
a *F o/ i al i. — 
| 2 | | 
a ee (Ss 
rs Se “ae ja S) 
: a. eo. i 
rs ¢ 
S lie 
si ee 


we 


~— 


. w=! 


- 


- 


a“— ck ee ty SS Of Of 


Vere Ve o™N  ) = ef UM YU 


-_— 


a ae ee aC 


ALL THE NEWS~= 
WITH FEARLESS ACCURACY 


SCULPTURED BULLETINS by G.O.A. 


The talents of GOA’S designer Henry Thuernau, Victor 
Berlendis, renowned Viennese sculptor, and the D’Arcy 
Advertising Agency were combined to create a new high 
in impression values for Outdoor Advertising. 

The bronze sculptured bulletin panel symbolizes indus- 
try. agriculture, labor, business and education. The 


raised gold letters on the drum panel are interchange- 


able which makes interesting and frequent change of 
message possible. 

Emphasizing the St. Louis Globe-Democrat traditional 
quality of service to the St. Louis public, these displays 
present visual evidence of G. O. A.’s ingenuity and facil- 
ity for the development of the new—the practical—the 
dynamic—in Outdoor Advertising message delivery. 


General Outdoor Advertising Co. ] 


GENERAL OFFICE ® 515 S. LOOMIS STREET ® CHICAGO 7, ILLINOIS 
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Because every word in 
TRUE is true... because of 
Sreat features like these 


QUENTIN 
REYNOLDS 


telling the story of Comm. C. D. 
Smith’s heroic jailbreak from Jap 
imprisonment and torture. 


BUDD BAN 
SCHULBERG PAPYVER 


famous for ‘‘What Makes Sports Editor of the 
Sammy Run," describes N. Y. Daily Mirror, gives 
moral and physical sham- his answers to ‘‘What’s 
bles in ‘‘Buzzards Over Really Wrong With 
Berlin.” Racing?” 


— ——J- @ 


TRUE'S ALL-AMERICAN 
BASKETBALL TEAM 


selected by hundreds of sportscasters, 
writers and coaches. 


—— ——<- @ 


PAUL CALLICO 


admitting ‘‘I’ve hated my name,”’ tells 
you ‘‘How To Name Your Boy.” 


si > - 


JOE LOUIS 
BILLY CONN 


each tells ‘‘How | Will Win’’; 
ARTHUR DONOVAN forecasts 
in “Who Will Win the Louis- 
Conn Fight?” Exclusive in TRUE. 


eer | Sa - 


JOHN ERLE 
LARDNER _ STANLEY GARDNER 


the columnist, diagnoses famed for Perry Mason, ex- 
ex-Happy Chandler's amines the facts of the Taylor 
“Delusions of Landis’’ in mystery in ‘“‘The Case of the 
‘“‘Unhappy Chandler.” Movie Murder.”’ 


BRAVVCRIT PUBLICATIONS, NIC. 


295 Madison Avenue, New York 17, N. Y. 
World’s Largest Publishers of Monthly Magazines 
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Great Northern 
Bids for Record 


Tourist Travel 


Chicago, June 4.—The Great 
Northern Railway, with its trade- 
marked mountain goat wearing his 
first grin since wartime 1942, looks 
forward to a tourist season which 
may set a record for the number 
of visitors it will transport to 
Glacier National Park this sum- 
mer. 

The high spot of the road’s 
recent advertisements in newspa- 
pers, national magazines and 
teacher publications has been a 
joyful Rocky Mountain goat—the 


Builders. The gloomy goat of 1945|GN representative for descriptive 
and previous war years, shedding} material on stop-off tours in the 
tears over such headlines as “I’ve| park. 


been lonesome, too,” 


lamented 


The Great Northern plans to 


that folks wouldn’t visit the Mon-/|continue this summer promotion 


tana beauty spot because the ho-| 
tels and chalets would still be! 


closed. Now the park’s facilities 
will be reopened on June 15 and 
the Great Northern expects a rush 
season along its line. 


‘Something to Grin About’ 


“Welcome back to Glacier Park!” 
the Great Northern goat tell pros- 
pective summer visitors now, add- 
ing: “That grin I’m wearing has 
been a long, long time busting 
through my whiskers, but blow 
my horns if I haven’t something 


using large-space ads in about 100 
newspapers from coast to coast, 
with space in Grade Teacher, The 
Instructor, NEA Journal and state 
teacher publications. An independ- 
ent campaign, featuring such serv- 
ices as the road’s freight opera- 
tions ‘Between Great Lakes, Pa- 
cific Northwest and _ California 
ports,’ employs color pages and 
half pages in Business Week, Col- 
lier’s, National Geographic, News- 
week, The Saturday Evening Post 
and U. S. News. 

Glacier Park is on the main GN 


hotels and chalets are operated by 
Glacier Park Hotel Company, a 
GN subsidiary. The Glacier Park 
Transportation Company provides 
bus transportation for visitors 
who take the stop-off tours. 


Californians Tour, Too 


Montanans patronize the park 
heavily, but California is No. 1 
nationally on the list of states, ac- 
cording to Charles W. Moore, 
advertising manager of the road. 
Illinois is next, then Ohio and 
New York. The new streamlined 
Empire Builders which GN plans 
to place in service this fall were 
featured in a recent ad in the 
magazine series of Pullman Stand- 
ard Car Mfg. Company, which is 
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a Ween Late, Park tm the Canadian Rerklen * 
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animated symbol of the route of|to grin about!” Vacationers are|line, whose Empire Builders stop|now building the sleeping cars, 
the Great Northern Empire/urged to call or write the local|at both entrances to the park. The|diners, “coffee shop’ cars and 


TRAVEL COPY—Great Northern Rail- 
way will use this newspaper copy in 
July as part of its campaign to attract 
visitors during the Glacier National 
Park's first postwar summer season. 


ee ee ee ee ee ee 


coaches for “the first streamlined, 
all-accommodation trains to serve 
the Northwest border territory.” 

Current Great Northern ads are 
featuring actual prices of all-ex- 
pense tours of one to three days 
for vacationers, and the fact that 
they can visit both Glacier Park in 
Montana and adjoining Waterton 
Lakes Park just across the border 
in Canada. 

Reincke, Meyer & Finn, Chi- } 
cago, handles the account. 


Now that Kathleen Norris 


has her day-dreaming... 


i. ee Le O26 eed “ee 2 ee eee Be 


Promote Better Homes 


Fifty-four retail stores have run 
201,182 lines of newspaper copy | 
featuring House Beautiful’s “Bet- 
ter Your Home—Better Your Liv- 
ing” promotion material designed 
to increase consumer purchases 
of home furnishings and equip- 
ment, Richard G. Warner, sales 
promotion director of the maga- 
zine, has announced. The report 
covers a two-month period (AA, 
March 11). 


Two Appoint Hannah 


Hannah Advertising Company, 
San Francisco, has been appointed 
by Briarwood Corporation, maker 
of Bryson pipes, formerly in 
Cleveland, O., and now located 
in Palo Alto, Cal., and Walston, 
Hoffman & Goodwin, San Fran- 
cisco stock broker, which is broad- 
casting a daily radio program 
from its customers’ board rooms. 


H™ eyes sparkle. Her stepisfirm | Ginger Ale can answer that age-old 


and sure. Her young, emotional 
heart swells with the joy of living. 
And now more than ever her ac- 
tive mind is seething with ideas for 
she’s just read another of Kathleen 


question of what to serve the people 
who “just dropped in”, They’re 
pointing out how to keep drinks 
lively with famous Canada Dry Water. 


Kathleen Norris and Ursula 


Parrott and Rex Beach and the other 
great writers in Cosmopolitan have 
set the scene and keyed her mood. 
She’s caught in a flood-tide of emo- 
tion. And emotion makes wars. 
Emotion makes marriages. Emotion 
makes sales. 


Norris’ heart-stirring stories in 
Cosmopolitan Magazine. 
Cosmopolitan’s authors are mas- 
ters of emotional writing. Theirs is 
great writing, and it makes great 
reading. It paints glowing pictures 
of gracious living. It endows its hero- 


want Penny, Rog wal 
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ines with charm and competence. It *A Cosmopolitan advertiser since 1930. am oat Us, we _ pea 
makes a reader conscious of her — Louisville Trading chiles 
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P where people oppers 


So now while she’s still all agog 
from reading Kathleen Norris’ new- 
est story, Canada Dry is showing 
her how to gain the applause and the 
gratitude of her guests. They’re tell- 
ing how taste-tingling Canada Dry 
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Canada Stations 
Ready to Battle 
CBC Enlargement 


New Regulatory Body 
Sought; Plan Public 
Relations Program 


Quebec, June 4.—Members of 
the Canadian Association of 
Broadcasters, at their 12th annual 
meeting here last week, served 
notice that they intend to fight 
any and every move of the gov- 
ernment-owned Canadian Broad- 
casting Corporation to take over 
frequencies now used by private 
companies. 

The CAB members approved 
resolutions striking at the pro- 
posed CBC action and calling for 
a new regulatory body to rule) 
over all Canadian stations—gov- | 
ernment and privately owned and | 
operated. The station owners also | 
instructed the CAB board of di- 
rectors to name a new chief ex-| 
ecutive and to prepare a public 
relations program setting forth the | 
association’s stand. | 

A warning that vigorous action 
will be taken by private teen | 
was sounded by H. Napier Moore, 
editorial director, Maclean- Hunter | 
Publishing Company, who said | 
that “champions” in the press and | 
Parliament “will arise to do battle” | 
if CBC plans to acquire privately- | 
owned broadcasting facilities “‘en- | 
tail an injustice or a departure 
from the scope of the CBC as 
understood by the public at the | 
time of its establishment.” 


‘Judge and Jury’ 


“T find it difficult to reconcile 
with democratic practice,’ Mr. 
Moore said, “a situation where a 
controlling body is vested with 
the powers of judge and jury, and 
at the same time is a competitor 
in a commercial field.” 

Under the proposed federal plan, 
the Canadian Broadcasting Cor- 
poration would take over pri- 
vately-owned wave lengths in 
Calgary, Toronto and Winnipeg. 
That some compromise may be 
reached covering not only station 
operation but future regulation of 
the industry was indicated by ap- 
proval of a resolution calling for 
formation of a committee of pri- 
vate radio owners and CAB mem- | 
bers to meet with a parliamentary | 
committee in Ottawa. | 

Membership in CAB now stands 
at 81, which includes almost all | 
privately - operated broadcasting 
stations in the dominion. Of these, | 
47 also are members of the Bureau | 
of Broadcast Measurement, which | 
was set up two years ago and is 
cooperating closely with the | 
Broadcast Measurement Bureau in 
the U. S. 

L. E. Phenner, president of BBM | 
and president of Canadian Cellu- | 


IF YOU HAVEN'T 
SEEN THIS MARKET 


You'll want to know why certain 
foods, drinks, cosmetics and 
cigarettes are missing out on it. 


...For it is all around you, with 
seven billion dollars to spend on 
everything people buy anywhere. 
Yes, the Negro market is so close 
to us all that it’s easy to overlook | 
it. And yet it is amazingly easy to | 
reach it, too, for the Negro looks | 
to his race press for guidance. 
Your advertising in his papers can 
earn his confidence, good will, and 
regular patronage. 


So no matter what your product is, 
it will pay you to write to Inter- 
state United Newspapers, Inc., 545 | 
Fifth Avenue, New York, for the 
facts and the success stories built 
out of reaching this great and 
growing market through economi- 
cal advertising. Write now. 


cotton Products Ltd., forecast that 
coming competition will force ad- 
vertisers, once they have com- 
mitted a product to market, to 
demand more research proof that 
they are getting their advertising 
dollar’s worth. 

“We as manufacturers and ad- 
vertisers are constantly striving 
to improve our products and serv- 
ices,” he declared. “Radio adver- 
tising men have a service to sell. 
If they can make their service 
more acceptable and _ therefore 
more valuable to the advertiser 
by supplying more factual infor- 
mation than they have in the past, 
then I think it is just good busi- 
ness on their part to supply it— 
provided of course that the cost 
is not prohibitive.” 

Harry Sedgwick, president of 
Station CFRB, Toronto, was re- 
elected president of the associa- 
tion. Col. Keith Rogers, president 
of CFCY, Charlottetown, Prince 
Edward Island, was elected vice- 


president and Arthur Evans was 
reelected secretary-treasurer. 

Three new directors of the Bu- 
reau of Broadcast Measurement, 
elected at a separate meeting, are 
Hector Fontaine, Canadian Adver- 
tising Agency, Montreal; E. A. 
Weir, commercial manager, Cana- 
dian Broadcasting Corporation, 
Toronto, and Harold renege tnd 
Canada Starch Company, aise | 
treal. 


Honolulu Station Ready 


Station KHON, new Don Lee. 
outlet in Honolulu, is scheduled | 
to begin operations July 4. Ralph | 
Fitkin, Honolulu, is president, and 
Webley Edwards, formerly with 
KGMB, Honolulu, is general man- | 
ager. 


Goldman & Gross Named. 


Self-Cleaning Filter Company, | 
Chicago, has appointed Goldman | 
& Gross, Chicago, to handle ad- | 
vertising in newspapers and radio. | 
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Promotes Water Heater [count ” Oakland, handles the ac- 


Jud Waiehand Seetar . Cont — 

pany, Oakland, al., maker of ss ‘ ’ 
domestic and industrial storage Sharp Rejoins ‘Sun 

water heaters, has launched a; Mary Sharp, formerly head of 
campaign in The Saturday Eve-|the fashion department of Abbott 
ning Post, Successful Farming and| Kimball Company and before that 
Sunset Magazine featuring the|in the advertising promotion de- 
company’s electric water heater. | partment of the Chicago Sun, has 
James Houlihan Advertising| rejoined the Sun. 


PROTOGRARHY 
PHOTOSTATS 


FOR ADVERTISING 


phone 
WHI. 5355 


STANDARD 


STUDIOS 
INC. 


540 N. MICHIGAN AVE 
185 N. WABASH AVE 
410 N MICHIGAN AVE. 
111 E DELAWARE ST. 


How a good letterhead was designed... 


SAID THE 
BOSS: “JIM, 
THIS TIME 
LET’S GET A 
LETTERHEAD 
WE CAN BE 
PROUD OF!” 


IN 3 EASY STEPS 


1. From Hammermill’s idea-book, ‘Your Next 
Letterhead,” Jim picked out a pleasing design- 
suggestion which showed good type arrangement 


and an effective way to handle illustrations. Then he 


SO JIM 
PLACED A 
HAMMERMILL 
LETTERHEAD 
LAYOUT 
SHEET 
ON HIS DESK... Lp. 


made a preliminary sketch... 


2. Next he rearranged his design into a finished 
sketch. Jim was no draftsman, but following the 
spacing of the Layout Sheet, he gave his boss and 


the printer a clear visualization of his idea. 


3. For paper he specified Hammermill Bond... 
The finished letterhead has a fresh snap, a new im- 
pressiveness. This time the boss has a letterhead 


he can be proud of. And he is proud of it! 


Time to redesign your letterhead? 
Send for these useful tools... 


““YOUR NEXT LETTERHEAD” provides guidance in designing 
the kind of letterhead that will properly represent your busi- 
ness, lend dignity and importance to your business messages. 
With each copy we include FREE a supply of HAMMERMILL 
LETTERHEAD LAYOUT SHEETS. 


LOOK FOR THE WATERMARK ...IT 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


QAMMERMMQ fanzszc 


1459 East Lake Road, Erie, Pennsylvania 


P | Please send me—FREE~—a copy of “Your Next Letterhead,” a sup- 
i ply of LETTERHEAD LAYOUT SHEETS, and a sample book 
a : showing the new letterhead colors of Hammermill Bond. 


4 Companion papers for office use include 
_Hammermill Mimeo-Bond and Hammermill Duplicator 


DADE hes 


Position , 
(Please write on, or attach to, your business letterhead LA-6-10 
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38 
Six Join AFA 


New members of the Advertis- 
ing Federation of America include 
National Distillers Products Cor- 
poration and American News Com- 
pany, New York; Stitzel-Weller 
Distillery, Inc., Louisville, Ky.; 
Maine Broadcasting Company, 
Bangor; R. D. Northrop Company, 
Boston, and Station KFXM, San 
Bernardino, Cal. 


Paint Firm Signs Show 
Promotion of “Superior 365,” 
new insect killing paint made by 
Superior Paint & Varnish Works, 
Chicago, will include a weekly 
radio show, “The Farmer Takes A 
Stand,” over WLS, Chicago. The 
show, beginning June 22, is sched- 
uled for 52 weeks. Kuttner & 
Kuttner, Chicago, is the agency. 


x WOOD « 


Well read and liked by the importent men 
f= @ great industry—men who are work- 
img te cshieve weod's exeiting future. 


PRODUCTS 


May Business 
Paper Ad Linage 
Shows 1.2% Loss 


Chicago, June 5.— Trade and 
class publications provided the 
bright spots in the business paper 
advertising linage reports for May, 
with volume for the 175 papers 
reporting to Industrial Marketing 
off 1.2% for the month. The trade 
group was up 23.5% in volume, 
compared with May, 1945, issues, 
while class publications were 9.8% 
ahead. 

In the industrial classification, 
107 papers ran 16,349 pages of ad- 
vertising, a loss of 7.3% from the 
17,638 pages of a year ago. For 
the first five months of 1946, this 
group’s decline in ad volume 
amounts to 5.2%. 

Thirty-five trade papers, with 
4,839 pages of advertising in May 
issues, were 23.5% ahead of a year 
ago, when 3,919 pages were run. 
Their gain for the five-month 
period amounts to 22.3%. 


In the export group, 13 papers 
carried 1,290 pages, a 7.1% drop 
from the 1,388 pages in May, 1945, 
issues. For the first five months, 
however, this group is still 12.3% 
ahead of ’°45 volume. 

Twenty class publications, with 
total May volume of 1,898 pages, 
compared with 1,729 pages, were 
9.8% ahead. The gain for the 
five-month period amounts to 
16%. 

The 175 publications carried a 
total of 24,376 pages of advertising 
in May issues, compared with 24,- 
674 pages a year ago. Volume for 
the five months amounts to 120,- 
742 pages, 1.6% ahead of the 118,- 
793 pages last year. 


Promotes Double Offer 


Packer’s Tar Soap, Mystic, 
Conn., will break national promo- 
tion for a combination offer of 
Packer’s shampoo with tar and 
olive oil in the June 16 American 
Weekly and Parade, in the June 
17 Life, and in June 23 This Week, 
as well as drug and_ business 
papers. Ivey & Ellington, New 
York, is the agency. 


THE 


are you 
5% of your national 
business in 
Southern California? 


doing 


OVERWHELMING EVIDENCE 


WRITE TO BUSINESS RESEARCH DIVISION 


LOS ANGELES 


4 


REPRESENTED 
NATIONALLY 
sy 


HEARST 
4 ADVERTISING SERVICE 


MAY BUSINESS PAPER 
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ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 


without written permission. 
and have standard 7x10 type pages. 


Pages Pages 
1946 1945 


*288 


Industrial Group 
Aero Digest 
Air enning & Refrig- 


eration News (w)(11%x16) 558 p42 
American Aviation (semi- 

DT Biéisthkhhesassepekes *68 *94 
American Builder ......... 116 124 
pS: eee 132 114 
American Machinist (bi-w) . *||508 *572 
Architectural Forum ....... 129 174 
Architectural Record ...... 134 139 
Automotive & Aviation In- 

dustries (semi-mo.) ...... 267 354 
‘Pearse 123 281 
Aviation Maintenance ..... 58 100 
Bakers’ Helper (bi-w)...... 154 144 
are sane 59 56 
BOOWOED DIOR .6 wccsccccs 32 $1 
Brick & Clay Record........ *V37 *§42 
Bus Transportation ........ 184 165 
Butane-Propane News ..... 86 
NT WE eas 096 W4:6-65:504 06 *103 *91 
Ceramic Industry .......... *v58 *92 
Chemical & Engineering 

eatery rrr 114 75 
Chemical Industries ........ *118 “317 
Chemical & Metallurgical 

I as 64-5504 50:008 G337 347 
Civil Engineering .......... 40 39 
. 2. See aees §v238 145 


Construction Digest (bi-w).*||\p130 *p103 
Construction Methods (9x12) 138 140 


CROTOUNOUEE 6% 60-063 ccd sieses 51 51 
Contractors & Engineers 

Monthly (9%x14) ........ 61 55 
NN ao die unare:e 4:49 A's 6:0 403" 153 154 
Diesel Progress (8%x11).... 66 95 
Electric Light & Power..... 75 83 
Electrical Contracting 122 131 
Electrical South ........... 49 51 
eer 71 76 
Electrical World (w)....... 245 279 
EN ESS ree *242 *320 
Engineering & Mining Jour- 

rere v120 130 
ae eens News Record 

Pr rere ere *§\|$447 *§f474 
oe Management & 

Maintenance ...........:. 300 353 
Fire Engineering ........... 42 43 
Food Industries ........... 199 163 
| rr rrr er “7 *§220 
EAE eee ere ae ee 51 
Gas Age (hi-W)....5...... “suc109- *$G120 
Heating, Piping & Air Con- 

RUPEE 6 Swen wane baa eae 130 149 
Heating & Ventilating...... 67 78 
Industrial & Engineering 

Chemistry (two editions) . 168 157 
Industrial Finishing (4%x 

CE dace Seek es ee Ci ars 82 90 
Industry & Power........... 137 14 
oe Ey ) Beer eee ore **$716 *795 
REE SEIN 66 4:0: 6:0.6:6:0 000 93 7 
Machine Design ............ *245 *293 
Machine Tool Blue Book 

EN. Gage cs ei came ee-s 3811 363 
|. EE eer er eee 361 359 
Manufacturers Record ..... 49 49 
Marine Engineering & Ship- 

SD SO eae 175 298 
Materials & Methods........ 190 214 
Mechanical Engineering ... 119 136 
Mechanization (4 13/16x7 5/16) 91 89 
Metal Finishing ........... 70 B78 
DEMURE WUONTOER 66 kcccscecse 161 157 
ee Se ee eats 322 338 
Mining & Metallurgy....... 24 26 
Modern Machine Shop (4%x 

eer arr 328 337 
Modern Packaging ........+ *150 *138 
DEOGOTN FUBGED oo cs cciccene *165 *G181 
National Bottlers’ Gazette.. 126 107 


National Petroleum News 


OD tctsnat ea pease sdectoe 155 151 
re Provisioner (w). 130 116 

Jil & Gas Journal (w). ... *§ E498 *§8E534 
Oil ll aes *|E216 *\|E251 
Organic Finishing ......... 16 17 
Paper Industry & Paper 

: err eee 101 100 
Puner Mill News (w)...... *${/101 84 
Paper Trade Journal (w).. *+197 #175 
Petroleum Engineer ........ $198 §207 
Petroleum Refiner ......... 182 219 
, SO. Serre ree *156 *147 
NN ec os wie 4.016 4.4:56:6'416 5:50 88 238 260 
Power Plant Engineering... 132 152 
Practical Builder (10%x15).. §39 §35 
| Serre are 60 58 
Product Engineering ....... *324 *366 
Production Engineering & 

Management.............. 101 163 
Products Finishing (4%x6%) 68 65 
Progressive Architecture ... 90 99 
a eee 293 266 
Railway Age (W)........... | $426 §444 
Railway Purchases & Stores 125 126 
ee: ees 86 86 
B.S 97 88 
Sewage Works Engineering. 15 23 
Southern Power & Industry. 104 122 
Beer ee *1513 570 
NE © os-56453% 54404668 22 24 
Telephone Engineer ....... *42 *49 
Telephony (w) ........... *SELOL *§ E119 
::. 9 frre 210 190 
rrr eee *89 *95 
Tool & Die Journal (4%4x 

DE. wate ewe and 05s «beds bos 137 175 
Ww ater Works Engineering 

NE a0 nes us can eenb aes $107 $111 
Water & Sewage Works.... 51 52 
Welding Engineer .......... *70 *75 
West Coast Lumberman.... . *101 *1138 
Western Construction News. 113 111 
WO WUE oeciccccciaes *70 *67 


Unless otherwise noted all publications are monthlies 


Pages rouse 
1946 
Wasgwenties Digest (4%x 
en -sscuadentenwns cacus% 98 91 

0 RE ae ee 16, 349 17,638 

Trade Group 
American Artisan ......... 99 99 
American Druggist ......... 183 149 
Boot & Shoe Recorder 

ILS ge occ sce’ cess *180 *140 
Building Supply News...... v106 88 
Chain Store Age— 

Administration Edition 

NS are 34 36 

Druggist Edition ........ $153 114 

Fountain Restaurant i 31 16 

General Merchandise Va- 

riety Store Editions.... 166 118 

Grocery Editions ......... 115 99 
Commercial Car Journal.... 174 193 
Domestic Engineering ...... 184 134 
Electrical Merchandising 

SEE dace iced GRAOW E06 b 00.00 155 8151 
Electrical Wholesaling ..... 78 17 
Farm Implement News 

USSR ee eee 146 130 
Fuel “Oil | Se 79 65 
Se eS eee 92 88 
rr reo 12 8 
Hardware Age (bi-w)...... 7874 245 
Hosiery & Underwear Re- 

MY 4 w0bd4 644055455448. 130 g115 
Jeweler’s Circular—Keystone 319 193 
Lingerie Merchandising .... 59 154 
Liquor Store & Dispenser... 66 57 
Men’s Reporter (9x115%).... 178 127 
ME NOE 6.6636 600 be os ce $302 §290 
+ wed 2 ee ey ea is oe 131 
PE MME e646 cig 506 <a aaees 126 118 


NI National Jeweler) (5%x 
Office Appliances (6 5/6x10) v1l47 132 


Photographic Trade News.. cll4 038 
Plumbing & Heating Journal 45 41 
Sheet Metal Worker ....... *v62 bas 
Southern Automotive Jour- 

ee rere rere 112 90 
Southern Hardware ........ 89 78 
Sporting Goods Dealer...... v196 91 
Syndicate Store Merchan- 

diser (4%x65%) .......... 133 112 

| a 4,839 3,919 

Export Group 
American Prercneen (Over- 

ee eer 75 77 
American Exporter (two 

GND So dices cestctes 444 P450 
Automovil Americano ...... 103 102 
Caminos Y Calles.......... R24 40 
ye ee eee 74 63 
Hacienda (two editions).... 122 134 
Ingenieria Internacional Con- 

REET eer 79 83 
Ingenieria Internacional In- 

ae ee ee 124 144 
Petroleo Interamericano .... R74 129 
Revista Aereo Latino 

PO RP Seer rere 27 39 
Revista Rotaria ............ 15 10 
Spanish Oral Hygiene 

CR. Pe oa Va } 50 45 
WOre FOLTOIOUM «.....0065. 79 73 


Total 
Class Group 


Aes Age (w) (10%x 

SS Pe reer erererc erate ||E220 193 
American Funeral Director. v71 54 
American Hairdresser ..... 82 65 
American Restaurant ...... 88 73 
Banking (7x103/16) ....... 69 15 
a 144 146 
Distribution Age ........... 77 65 
Hospital Management ...... 86 81 
Hotel Management ........ 114 95 
Hotel World Review (w) 

| Seer *||37 *38 
Industrial Marketing ....... 100 116 
Medical Economics (4144x6%) vt122 v1038 
Modern Beauty Shop........ 109 73 


Modern Medicine (4%x6%). 156 142 


nes Hazards (4%x 
REPS re rr eee ee 42 49 
aul” Hygiene (4 5/16x7 3/16) 141 147 
Restaurant Management ... 68 62 
Scholastic Coach ........... 37 28 

~— Management (9%4x 

TU TECCTTT ULI 33 P30 
Traffic MOTE CW) ccceccsces |x102 E99 
| Peer ree ree eee 1,898 1,729 


*Includes classified advertising. 
§Includes special issue. 

vEstimated 

|Last issue estimated. 

*Last two issues estimated. 

pT wo issues. 

GcThree issues. 

EFour issues. 

tFive issues. 

{Established July, 1945. Formerly part 
II of Hosiery & Underwear Review. 
JNot including Lingerie Merchandising 
now published separately. 
tMonthly starting July, 1945. 
RMonthly starting January, 1946. 
BNot including Organic Finishing 
published separately. 

cStandard 7x10 inch type page starting 
May, 1946. 

ay gy based on 
pag 

pMay "aud June issues combined. 


now 


9%4x18% inch type 


‘Photographic Age’ 
Starts Publication 


Photographic Age, monthly mag- 
azine covering application of pho- 
tography to business and indus- 
trial fields, is being launched by 
Trans-World Publishing Company, 
New York. 

Adelaide Gundling, formerly 
head of the contract department 
of Roy S. Durstine, Inc., has been 
appointed assistant to the adver- 
tising manager. 


Wilson Signs Game 


Wilson Sporting Goods Com- 
pany, Chicago, has signed to 
sponsor the All-Star football game 
Aug. 23, from 9:30 to midnight, 


| EDT, over the full network of 


315 Mutual stations. Ewell & 
Thurber Associates is the agency. 


CONTINUED 


LEADERSHIP IN THE 
_ CANDY INDUSTRY — 


FIRST* IN 


Don Gussow, Editor & Publisher 
33 W. 42nd St. ° New York 18, N. Y. 


| 
| 


4 


on, te ti ee Bae. ee in tee a - = | 


— 


‘ 7. Pid 2 : i b je “4 . ‘i < Er eae : 
; Fe ‘ e. ag : / bg 
es po 
™ po Po | 
aie : 
as Rll4 [a 
eige 
aa 
ees : ” 
. a 
sd } Po | : 
vee. , 
oe | : 
i ‘ 
ee ‘. : Pe 
7 
oS { 
wens | 
sat - ' 
ie | | ‘ 
pv A A RR RR RR A RR RR RR | 
ids ee = ee OS Pees 
: oe ae ce, oO oS — : | 
re — a : 8 
3 oe ——rr—“————~—hSrhrr— 
ee : - ,—r— 
; ae Seo ae aa es ee 
P a pt ee 
‘ Sa 3 Ragone ea, Pe eS gitienener sca ata Se Seite arae ne cana nee ea i 
x eS See [ee passes # CC eben ar ' 
* aheciat ee. : ee re So a ee a rr—— ie er t 
= ie pee cc ce SER ell | 
~ ipa area ee ee ee ee SS si icncnecenn ah aaa 
er cee BCR Se ee ee ee | 
= Brac ek ee a ca Seca hee ee ua nee Bree ee ts | j 
ae pe eee : ee ee ee Sichuan BR ee | ' 
, ee ee eee ee eee ree ; : 
eS ill, EE isi ee : 
ae Re ane sanenees se oo : eee = 
Shoe : Sa ae 4 
ss Sata Bs | 
aS — Bes , | i 
e ; : es Bee | | 
= os a . | | 
7 es ee Pe eg ae { 
aa OSE ee ee Be ae 
if ig Re a Se ‘ae apt aetna en 
Reem SS ell aa | 
: SE oe Sy a ee 
: ~~ _ ef 
ees: «= Sata SS ere ee er en ee 
se sie Be Sas Se ee eee 
ee 
Beer ssta Sea "CS 
: a eee 
ate. - Ro Re 
ree ee eS ee ee 
Lis ta oe ee 
ee Soc cee ™ P Pee, 
= ie pee nae Meee i ee eee | 
re poke agans Stor a Be ee es | 
2a Page eG Se Pe Riccar 
Peg ea eae ——— oe Se eee: 
aes ee — Pogue 
a pe aS ee a Scien Pe 
prasts ee a Pes ae : 
A ieang eaten oe Neuen en Spee ee 
a fot ae Sie eae eee ~~ bt ee | 
Bee 6 es Se > 
' See ie Meee come oe Sea ‘Sepa eR 
; eee Sea ee rth } 
ale epee teen oe pe: Rae ee ee 
Ree Cr ; Z a == 
aS ee Z Y Ct 
i oe WYyyyv-- a 
re eee N —_— a ee ee ae 
ae oe = = beesesesecees 1,200 1,388 
Site 2 eae \ ie eae ens seme eae sat 
ean: oe ' Vy, Yj en ae 
a 2 Seca f g gait smennan pts eet Scobie Se ll | 
ley joins Sioa as ae Bees cats aa tae | 
ee \ ee ee 
foe Pee: = eee 
Rei } Sisaumeneameenmcccaia Posten aad 3 
' ' ee 5 ee a a 
ee es 4 i 
es ia Saas eae ; - sieees fe 
£ SS SG ee ae a ae ee pe Soe et ees, 
: ag Seas agen co f pics senator teeta 
ben ee ga Sica a a Sitar sit aa eae | 
ES cP SS a : at ee ae 
oS ee _ on PRS ee | 
Sean nen wun ieee SS naga a 3 Spe te aa | 
ee ee ee 3 Pessina mtn | 
Sige RE a Ree at oe ae ae Reg ee gee cre | 
ee ee es Seas ‘Spite ee 
9 ee er ee f ee ee 
vats ae es ee ee pore 
aber: Re Bee ee Be <_< 
Bs RO es ie 
2 Se ee ee eM ee 
iy ae Z ae pee cerca i ee semua aa 
Bec tr) SRR ee Sat a San oe 
A mee | cee Sea Bete cant Sennen oc cement cme 
ae: 2. Pee ee ae PT 
eee sme q Fees Sear patie Sameer tama es seorenme gene 
Feet s Re ee eS ee ee ee | 
oe ee fe ee ee 
hema e Sees Bester gas anne eens meant 
ES Skee a Bescinnen sant sen saawan Recsanticnnen senna 
: fe as ee 
. Bs OE a Se ee ee 
pons sa Brno cna sacl ii af 
‘ oe eeepc ae ee ‘ 
Ae ‘ ee eee, Be $ 
a eee ee a i } 
; Bence tg Se ees Bes i 2a enter x 
ne eae Sete: See ena ee 2A | 
Se A ee ge ee Ee eee Hes 
‘Serene ‘ Echungitanghec i Masta a = 
see ie, ee ee ee ee eee : 
es as. a Beet et haa e 
“heat gras BOP AS ens oc an iit eas 
ieee ee ee ee pe a een eee 
Sat ae eas gee ae eee ag ee 
ee ee eee ee es 
288 ee Ee ee ee ere ee RE | 
er : ee ee cia ae perce i | 
Ae : RS a ea Pe eee 
va is saat Semis Sea Be rose ‘Sees Spin Saw seas | 
ae ee Me be Buea ee 
es a x es ee 
ee eee t ae onan eee ae eee 
- ie es : i ste Soe ses 
- gee: { ey 
See Zee eee ae } 
is ps sea ! eee MM a ae 
= : aes. 1 Gee eee: =| seis | 
Pa ; ee ee ae  . 
mae es , af --—, ~~ = 
, sce eet , ey Paterna 
see RE oe, a ee 
pee ee Be ‘ . e Bete a | 
eee Fe a er { ~~ u ' ees Sa ee | 
esis RE a ee aes ema a ae j Ee chtcnssenontan | 
Py “BEIT Ban te se Sie a as ars a \ " f 7 pas geet 
eo eS He ae Y od Pa 
ee ge ae ee ee Ae ¢~ “t. tan C  a QO ee 
: ome ae: x eta ae e t ‘ Pesan ec: 
x ee 3 ‘ a san { ; SX \ ERE aie a 
ne 2 : ere cane . . , Sirisha Ba Roe 
fg si: asec ae « > y ‘ SE Se es 
: sae : 6 oe i Biiecuntihousen ser neerten 
igh: 2. ~ / if ai ee eee 
soem As oe Santa Barhara YS — 8 | 
Be : Be N 7 —- es patient 
ee es Dae —— : putnam Le ——— eee 
: ce eee ie g > ERE ES ee ee 
ee eee : ae ee rs PAZ ee 
‘ Es fon ne -- Derernr ee ee ee 
E . i SU ear eee 
, \ ; “Nel ee | 
b} } | 
San D . | greene _ . : 
| | 
| 
| > tae ee ea Fit ul 
| Ey ie 
4 ears 
. + 10° uni 
ee nr TA F 
| . - ; : 
= Ww pUSTRUS || 
(ame (Caw NpUS 
: \ NDY poe oer susiness_ a 
| | ‘ » owrectionl = 
| oun oF © ’ 
| | +} —_ Re - — en ee \ 
‘ ee | 
_ : r ay x Ret . . : 
LSE xn 34) ee a eee aig ts 4 Pa ‘ a . > > . 
~ ‘nee ‘ S 2% Lat its we > > Lents yee Ay, “= vat a 7 eee : * 


Advertising Age, June 10, 1946 


PR Merger Siill 
Up in Air; Coast 
Group Okays Plan 


Washington, June 5.—Efforts to 
bring the three principal public 
relations organizations together 
are being closely followed here 
by directing officers of the Amer- 
ican Public Relations Association, 
youngest and most aggressive in 
the field, but APRA at the moment 
has taken no definite steps to ne- 
gotiate officially on a merger. 

While APRA President George 
Meredith has. participated in 
three-way meetings in New York 
with Rex Harlow of the American 
Council of Public Relations, and 
Pendelton Dudley of the National 
Association of Public Relations 
Counsel, APRA’s executive direc- 
tor, Bob Harper, says the matter 
must still be considered by the 
board of governors. 

Similarly, Mr. Harper says, any 
discussions between himself and 
members of the other organiza- 
tions have been on a purely in- 
formal basis, since the APRA 
board has not authorized negotia- 
tions. 


To Decide Next Month 


Two of the three organizations 
have already adopted resolutions 
instructing their representatives to 
work toward an agreement. 
APRA’s position will be deter- 
mined July 12 when the board of 
governors meets here, Mr. Harper 
said. 

Negotiations began on the West 
Coast several weeks ago, with Mr. 
Harlow reportedly offering to re- 
sign his executive post if a merger 
could be arranged. Following the 
three-way talks in New York, 
Harlow’s group adopted a reso- 
lution approving the merger “in 
principle’ and ‘authorizing fur- 
ther negotiations.” 

Early this week, the Pendleton 
Dudley group in New York sig- 
nified its support of an over-all 
merger, appointing a committee 
under Sam Fuson to explore the 
matter. Other committee mem- 
bers are Edward Pendray, Fred 
Haas, Averill Broughton, Homer 
Calver, Less Lyles and Alfred 
McClung Lee. 


Membership Classes Sought 

The Dudley group, which is 
about 10 years old, is insisting 
that any merger arrangement set 
up different classes of membership 
to protect the standard of five 
years’ working experience in pub- 
lic relations which it has en- 
forced. 

Other groups have not required 
the five years’ service in public 
relations, opening membership to 
advertising and newspaper work- 
ers, and others. 

APRA, the youngest of three, 
has organized groups in Washing- 
ton and New York, and is soon 


SOUND OR SILENT 


Made from your own mate- 
rial or produced for you. 


Increase the effectiveness 
of your advertising, sales 
promotion, training and 
educational programs with 
QUAKER SLIDE FILMS. 


Complete planning and pro- 
duction service at reasonable 


cost. Write for complete details. 


QUAKER 


PHOTO SERVICE 


914 WALNUT ST - PHILADELPHIA - PA 


to expand to other cities, Mr. 


Harper says. 


HARLOW REELECTED 

San Francisco, June 4.—Rex F. 
Harlow was reelected president of 
the American Council on Public 
Relations at the group’s annual 
membership meeting here last 
week, 

Other new officers are Henry E. 
North, Metropolitan Life Insur- 
ance Company, San _ Francisco; 
Verne Burnett, public relations 
counsel, New York; Conger Rey- 
nolds, Standard Oil of Indiana; 
and E. A. Cunningham, Shell Oil 
Company, vice-presidents. John 
E. Pickett, editor, Pacific Rural 
Press, was named secretary-treas- 
urer, and Margery Sutton, assist- 
ant treasurer. 


‘Blade’ Holds Contest 

The Toledo Blade, with coop- 
eration of the Toledo Zoological 
Society, has launched a five-week 
amateur photographic contest in 
which all entries must be photos 
taken within the limits of the 


Toledo Zoo. The contest is pat- 
terned to coincide with the Blade’s 
advertising in national publica- 
tions telling about the city’s in- 
dustries and civic institutions. The 
contest, opened May 30 and end- 
ing July 4, offers $250 in prizes 
to residents of Ohio and Michigan. 


Steel Firm Names Three 


Owen H. Wenning, former as- 
sistant sales manager, has been 
named sales manager of Worcester 
Pressed Steel Company, Worcester, 
Mass., and has been elected a 
company director. Carter C. Hig- 
gins, vice-president in charge of 
sales, has been named head of 
public, industrial and labor re- 
lations. Charles J. Sauter has been 
appointed advertising manager and 
assistant sales manager. 


N. Y. Sales Managers 
Elect Officers 


J. Chester Ray, sales manager 
of Fisk Tire division, U. S. Rub- 
ber Company, New York, has been 
reelected president of the New 
York Sales Manager’s Club, cur- 
rently celebrating its 30th anni- 


versary. Other officers are: Carol 
Lyttle, New York district man- 
ager of Dictaphone Corporation, 
vice-president; J. William John- 
son, Dennison Mfg. Company, sec- 
retary, and G. Lloyd King, La- 
mont, Corliss & Co., treasurer. 


Elected to the board of gover- 


39 


nors for the coming year were: 
J. George Frederick, president, 
Business Bourse; J. Gordon Mc- 
Nair, Atlantic branch manager, 
National Lead Company; Harry W. 
Alexander, marketing counselor, 
and John M. Bickel, assistant sales 
manager, Carrier Corporation. 


FERST '§ tHe mepicat rep 


F I RST in the number of edi- 


torial pages per issue. 


F I RST in reader interest. 


F I RST in reader response 


\ 
| 


M 


SNS 


Reaches Every Doctor f°} ... Every Month 
ODERN MEDICINE @ 


F . RST in advertising volume 
per issue. 


F I R ST in advertising response. 
FIRST and only medical pub- 
lication devoted ex- 


clusively to diagnosis 
and treatment. 


| 


E. E. GUITEN BERG Advertising Manager, Calvert Distillers Corp. 


®€Consumer calls for Calvert brands, in our opinion, can be main- 


tained at top levels only through continuous week-in, week-out re- 


minding and selling. We accomplish this best...and most economi- 


cally ...through continuous, high-frequency newspaper advertising.” 


This advertisement, prepared by the Bureau of Advertising, A. N. P.A., is published by The Indianapolis News in the interest ef al newspapers 
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BRIDGE THE GAP... 


BETWEEN YOUR 
PRODUCT AND 
TREMENDOUS 
MIDWEST..... 


FARM 
BUYING 
POWER! 


The Midwest Farm Papers form the bridge which brings 
your product to over a million Midwest farm families—and 
their huge buying power to you. The consistent reader 
interest—indicated by the Midwest Farm Papers’ 89% 
coverage of this area—offers you your best road into one 
of America’s greatest present and future farm markets. 


In the rural areas of the 8 Midwest States—always a 
rich source of sales—there is, today, a new and tremendous 
buying power. Never before was the demand for commod- 
ities so great. Never before were farm bank balances and 
credit so high. 


The MIDWEST FARM PAPERS are aimed directly 
at the interests and problems of farmers in the rich and 
prosperous 8 MIDWEST STATES. 


e 

Write for : A complete summary of 1946 BUY- 
ING REQUIREMENTS of Midwest farmers. 
Through a recent survey 1,860 farmers have indicated 
their 1946 buying interest in 148 types of commodities 
—including farm equipment, home furnishings and 
appliances, and remodeling and rebuilding necessities. 
The results of this important survey have been arranged 
in pamphlet form for each of the 8 Midwest States. 


YOUR DISTRIBUTION MAY BE NATIONAL 
-.-BUT YOUR SELLING IS ALWAYS LOCAL 


ate ws. 
The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer 
.. Nebraska Farmer _Wallaces’ Farmer & lowa Homestead 


DETROIT 2 SAN FRANCISCO 4 LOS ANGELES 14 
Russ Bidg. 523 W. 6th St. 


CHICAGO 2 
6N, Michigan Ave. 542 New Center Bidg. 


‘tions, it was said, do not affect 


‘du Pont holdings in the corpora- 
|tion, reported to be 10,000,000 of 


Lammot du Pont 
Resigns from GM 
After 25 Years 


New York, June 6.—Charles E. 
Wilson, president, has been elected 
chief executive officer of General 
Motors Corporation, replacing Al- 
fred P. Sloan Jr., who continues 
as chairman of the board. Lammot 
du Pont has resigned as a director, 
after serving on the board and 
finance committee for 25 years, to 
devote himself to increased duties 
| with E. I. du Pont de Nemours & 
/Co. Donaldson Brown, another 
25-year du Pont representative on 


| the board, resigned as vice-chair- 
/man of the board, but continues as 
'a director and member of the 
| finance committee. 


The du Pont-Brown resigna- 


43,000,000 shares outstanding. 
Four representatives of the du 
Pont company continue on the 
board: Walter S. Carpenter Jr., 
du Pont president; Lammot du 
Pont Copeland, Henry B. du Pont, 
and Angus B. Echols. 


Sloan Heads Committee 


Mr. Sloan was elected chair- 
man of the salary and bonus com- 
mittee, succeeding Lammot du 
Pont. HK. HK. Evans and LL. C. 
Goad were elected directors of 
the corporation. Albert Bradley, 
executive vice-president, was 
elected chairman of the financial 
policy committee, with headquar- 
ters in New York. John L. Pratt, 
formerly a GM _ vice-president, 
and Fred G. Donner, vice-presi- 
dent in charge of finances, were 
made members of this committee. 

Members of a new operations 
policy committee are Mr. Wilson, 
chairman, T. P. Archer, Mr. Brad- 
ley, Harlow H. Curtice, Fred G. 
Donner, Mr. Evans, Mr. Goad, 
O. E. Hunt and M. E. Coyle. 
Messrs. Coyle and Curtice have 
been general managers, respec- 
tively, of the Chevrolet, and 
Buick divisions. Mr. Archer is 
general manager of Fisher Body 
division. Messrs. Curtice and 
Archer will continue their divi- 
sional work. Mr. Coyle, elected 
executive vice-president, will con- 
centrate on administration. 

The purpose of the changes are: 
“To strengthen the general ex- 
ecutive staff of the corporation in 
view of its expanding responsi- 
bilities; to concentrate the admin- 
istration of the operational affairs 
of the corporation in Detroit, and 
to advance executives who have 
distinguished themselves during 
recent years. . .” 


DREYSTADT BECOMES 


CHEVROLET MANAGER 
New York, June 5.— Nicholas 


Dreystadt has been appointed gen- 


‘Walter Winchell? 


1, Monday 10-10:15 p.m......... 
Programs: 


2. Monday 9:45-10 pm.......... 
Programs: 


3. Monday 9-9:15 p.m........... 
Programs: 
Gabriel Heatter 


Sponsor 
Pepsodent Div.— 
Lever Bros. Co. 
B. and W. Tobacco 


Program 
Bob Hope 


Red Skelton 
ist Corp. 


Fibber McGee and 8S. C. Johnson & 
Molly Son 

Fred Allen Standard Brands 

Sereen Guild Lady Esther Ltd. 
Players 

Radio Theater 

Charlie McCarthy 


Mr. District 
Attorney 
Jack Benny? 


Lever Bros. Co. 

Standard Brands 
Bristol-Myers Co. 
American Tobacco 
Antrew Jergens Co, 


Colgate-Palmolive- 
eet 
National Dairy 


Kay Kyser 


Jack Haley with 
Eve Arden 


Take It or Eversharp, Inc. 
Leave It 

Abbott and R. J. Reynolds Co. 
Costello 


Amos ’n’ Andy Lever Bros. Co. 


—CH— Computed Hooperating 


Advertising Age, June 10, 1946 


Current Network Hooperatings 
May 30 Evening Program Audiences 


| MOST LISTENERS PER SET 

NOTE: There is no further “Listeners Per Listening Set” data other 
than that already supplied in the March 30 release (AA, April 8). 
“Listeners Per Listening Set” will again be reported in the June 
30 “Network Hooperatings” report. 


MOST SETS-IN-USE 


Sh Re Oe oc ee ee ee 38.8 
Screen Guild Players (Lady Esther Ltd.) 
Fight of the Week (Adam Hat Stores) 
Sec. State James F. Byrnes (Special Event) 

bie ee Me ic ko Rkce Sao had okt 38.4 
Radio Theater (Lever Bros. Co.) 
Spotlight Bands (Coca-Cola Co.) 
Information Please (Socony Vacuum) 

ee Nh ee CO ae eae ee 37.1 


Radio Theater (Lever Bros. Co.) 


(R. B. Semler, Inc.) 


Telephone Hour (Bell System) 


HIGHEST SPONSOR IDENTIFICATION 
“Radio Theater,’’ CBS, 9-10 p.m., Monday with 87.9 (Lever Bros. Co.) 


“FIRST FIFTEEN” EVENING PROGRAMS 


Net- Hooper- 
Product work ating 
Various Products NBC 27.5 
Raleighs NBC 24.2 
NBC 23.5 
Tenderleaf Tea NBC 19.8 
Bluebonnet Margarine 
CBS 19.7 
Lux Soap and Flakes CBS 19.0 
Chase and Sanborn NBC 18.8 
Coffee ri 
Vitalis and Sal NBC 18.4 
Hepatica 
Lucky Strike Cigarets NBC 18.3 
Jergens Lotion and ABC 17.4 
Jergens Twin Makeup 
Palmolive Soap, Col- NBC 16.3 
gate Dental Cream 
Sealtest NBC 16.3 
CBS 15.5 
Camel Cigarets NBC 14.9 
Rinso NBC 14.5 


yIncludes second broadcast on Pacific Coast. 


eral manager of the Chevrolet 
Motor division of General Motors 
and John F. Gordon has been 
named general manager of the 
Cadillac Motor Car division to 
succeed Mr. Dreystadt, C. E. Wil- 
son, president, announced yester- 
day. 

Mr. Dreystadt succeeds M. E. 
Coyle, who was elected executive 
vice-president of General Motors. 
He joined Cadillac in 1916 and 
served for years with the Cadillac 
branch in Chicago. After a period 
in Detroit as factory parts and 
service manager, he was appointed 
works manager in 1932 and gen- 
eral manager in 1934. He became 
a vice-president of the corpora- 
tion in 1942. 

Mr. Gordon began as a labora- 
tory technician in 1923, became 
foreman of the experimental lab- 
oratory in 1929 and motor design 
engineer in 1933. In 1940 he be- 
came a supervisory engineer in 
the Allison division and later be- 
came assistant to the chief engi- 
neer in charge of development of 


Allison engines. In 1943 he re- 
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turned to Cadillac as chief engi- 
neer. 


G-E Readies ‘Wake Up 
to Music’ Radio Set 


Competition for the Musalarm 
clock-radio announced by Tele- 
chron, Inc. (AA, June 3), will be 
offered by General Electric Com- 
pany with introduction of a bed- 
side Wake - Up -to- Music clock- 
radio set which automatically 
awakens its sleeping owner in the 
morning. Now in production, the 
set will be available to the public 
about June 15 at $27.35 (on the 
West Coast, $28.70). 

Business papers will carry copy 
on the new set this month. In July 
the product will be presented in 
full-page four-color copy in Col- 
lier’s, Life, Look and The Saturday 
Evening Post. The agency is 
Maxon, Inc., New York. 


Drug Group Purchased 


United-Rexall Drug Company, 
Los Angeles, has contracted to 
buy Renfro Drug Stores, including 


'19 retail units, a warehouse and 
|commissary, all in Fort Worth, 
Tex. The late E. T. Renfro, founder 
of the Texas chain, was at one 
time a member of the board of 
directors of United-Rexall. 


EVERY TICK OF THE 
CLOCK 


registers spendable dollars in 
this 53,429 ABC City Zone 
isolated market which can 
only be sold from the _in- 
side. $15,000,000 Post War 
reserve is waiting to BUY. 
Recent reports say:—‘Bank 
debits during January made 
a@ new record: bank clear- 
ings best for any recent 
year.” 


NORRISTOWN Z 
TimesHerald 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 
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i r-| parts to the making of guns, and hin art director’s staff of Charles W. 
irc’ Ay ao ie a ass pro- Was gton Agency Hoyt Company, Hartford and New 
in the process fathered mass p 
eneral LOMICS men ee tree “story” Gets Aviation Accounts York agenc 
In connection with a narrowly | duction. In fact, the “story really gency. 
. averted accident, in the second| begins with the start ‘of social | a gh oo os Baggs ne ES 
Books Will Sell story, it is shown that a banker | unrest in Europe about 1750. be a hoy + “0 Hangs Out Shingle 
po taxi driver both smoke the . aoe ‘tional airport, and Traylor Avia-| George Daly, former member of 
oy oe —- that = wives Ellinwood to Head 'tion Company, eastern sales rep- | = —— yy! ho Ba: ot poe Be 
. and children also use the same i i resentative for Executive Trans-| Freedman, ha bli 
Free Enterprise products. This emphasizes, through |New Huntington Firm port Company, Dallas, and the| relations office at 501 Madison 
‘Simple examples, that, "mass pro: Bipwond nas been nomad Douglas Ajecreit Compang. santa] Ave, Nex Yonk, Hu company 
| ducti rks for the eatest | Presiden i » El- | Monica, Cal., have appointed | k 
Institutional’ Plan | aon a Pe veniam amains " linwood Industries, Inc., Hunting-| Wheeler, Meyer & Healy, Wash-|Lennen & Mitchell and the Old 
. di tories, a ton, W. Va. which will produce) ington, as their agency. Gold radio programs, as well as 
Caps Use of Medium | sae, i Succeeng ¢ riage 'the Cat line of garden tractors, The agency has opened a branch | several industrial accounts. 
. . history professor trates the Ce~|under a license from Ellinwood | office in Chicago at 401 Bell build- 
by Big Advertisers | velopment of the machine age and | Industries, Los Angeles. The Cali- ing with Louis W. Burgess as 


mass production; a returned vet-| fornia company is headed by H.|pranch manager and chief ac- 
New York, June 6.—The rapidly | €’an contrasts this land of plenty, Ray Ellinwood, son of R. S. Ellin- | count executive, and will shortly 
expanding use of sponsored comic | 2nd its healthier, more indepen- | wood. ‘open New York and Pittsburgh 
books b h adverti G 'dent people, with those of Europe. Other officers of the new Com-) offices. Mr. Burgess was formerly 
ne nage neg ~apigs Dora i ; j i pany include: A. Grant Beckett, with Evans Associates, Chicago 
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pee an iN 3) gin " mr tans “" ¢| background, and with a skilled vice-president, and Hosts Seneaee> | agency. 
— = >» +) GES Cen oO age « “| secretary-treasurer. Herber =| ee ee 
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; . J. Fries, 1 rt direc- 

General Comics, Inc., to plan he ome cae gree a ‘Upton to Weiss & Geller wie of the mefchandise department 
. ; 5 otitards us, in Si ’ Electric Company and | 
Serato gg Prorat agg 0 will be presented the reasons | Evelyn Upton, Inc., New York of General Electric pany 


an promote sales of any 
product sold through office 
supplies dealers use the indus- 
try's own trade paper. 


Ask for new 
Trade Summary 


: /manufacturer of a new purse-size | of BBDO, and Joseph G. Jowaisas, | ¥ EAW AS FF 
enterprise system. for the nation's apy rence develop- /perfume atomizer to appear on) recently released from the armed | — 
For 18 months, comic books|™ent—since the time, more than | the market this summer, has ap- forces and before that art director | 250 Sth Ave. New York 1 
prepared by General Comics have | @ century ago, when Eli Whitney pointed Weiss & Geller, New York, | of J. Stirling Getchell and ae } 
been telling easy-to-read, graphic) first applied standardization of| as its agency. ton Advertising, have joine e| 


stories for such companies to mil- 


lions of young and older Ameri- 
cans. Standard Oil (N. J.), for 
r example, dramatizes the develop- 
| ment of ‘“superfuel for super- 
i planes.”” Enclosed in every box of. ; 


shoes sold at Thom McAn stores | 
is a 16-page comic book, “A Man) 
and a Plan,” telling how the idea | 


| Soe «6=6—|6 Peoples’ Rights in New Orleans 


30 years ago by Frank Melville | 
Jr., founder of the chain. A G-E) 
series, “Adventures in Electricity,” 
describes “how man-made magic 
| works for us.” More than 2,000,- 
000 copies of the Melville book 


alone have been distributed. | RO OTING-OUT police court rackets 


Special Book Planned 
General Comics was organized 


+. 

early in 1945 by Erik R. Singer, | EXPOSING corrupt practices 
president; Richard A. Feldon, 

vice-president, and Harry  E. 
Childs, vice-president and edi- | 
torial director. All had had ex- 
perience in the comics field. Mr. 
Singer had been with United 
States News and Liberty, and Mr. | 
Feldon, until 1943, was Liberty’s PORTS 
advertising director. These two RE 

executives also organized Richard | 
A. Feldon & Co., advertising rep- 


resentative for the National Comics — Olice i 
“a a aa ARGES BARED o Sh a 
Mr. Childs has handled com- in ie al ow In 
pany and industry public rela- on ; 'R ACKET’ HER If Of Cases 
| IN +EE pectin of record growin, 
ys on “nacytlleRed police-lawyer 


tions in advertising agencies and 
ere are nearly five tines revealed 


ei) 


in the comics field. 

As part of its program to con- 
centrate on “color continuity in 
the service of business and indus- 
try,”” General Comics’ forthcoming 
48-page institutional book on free 
enterprise will be sold to com- 
panies and associations, but will 
carry its own imprint. 

The book will emphasize the 
reasons behind the fact that the 
United States, with only 6% of the 
world’s population, has more than | 
half of the world’s wealth, and the 
highest standard of living. 


Tells Five Stories | ? 1 


Five stories will be told in the 

} book, with Mac Benson, taxi 

driver, as the central character. 

The plot of the first story deals | 

with a rich girl-poor boy romance, 

} menaced until they learn of | NEW ORLEANS 
America’s “social and economic | 


nobility”—and emphasizes the fact | 


| Your New 
' Selling Force 
= : | in New Orleans - 
Sik SCREEN 


| io Ralph Nicholson, President and Publisher 
\ PRINTING 


_ : READER ACCEPTANCE: Largest Evening Circulation in Louisiana 
POSTER STAMP PRESS | (92% concentrated in the New Orleans market—growing steadily) 


lt 
Gyp Penally 


- 4 U. S. Gets Cash 


St., has 
st April 


‘ng up” of 
orders Coy, 


Lawrence Gentele 


; “yb, 300 Burgundy 
pig Pen Night, Club. 2) eorcince la 


4009 OGDEN AVE. — ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 
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Worcester 


Market Selected As 
One of Two in U.S. For REGENT 
Cigarette Test Campaign .. . 


Looking for the two most favorable markets in the 
nation to launch a test newspaper campaign, it is only 
natural that Regent Cigarettes should select the responsive 
Worcester area as one of them. 


Worcester, a City of 200,000 with over 300,000 
more in the immediate, compact trading area, produces 
retail sales of $300,000,000 with per family sales 25% 
above the national average. 


These families are ready and able to buy, and 
easy to reach. 


You, too, can capitalize on a ready sales response 
in this great market, just as Regent Cigarettes and many 
others are doing with marked success in the pages of the 
Worcester Telegram-Gazette. Daily circulation is in excess 
of 135,000, and Sunday circulation in excess of 95,000. 


the TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS — 


‘abate 


GEORGE F BooTH Pubsher- a 
‘PAUL BLOCK amd ASSOCIATES, NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 


Alcar to O-we-go: They're 
Part of Auto Ad History 


Old-timer at Jubilee 
Cites Beginnings 
of Industry Ads 


Detroit, June 4.—The Antique 
Automotive Exposition, which 
opened here yesterday, as one of 
the features of the Automotive 
Golden Jubilee, offers a post-grad- 
uate course on “It Pays to Adver- 
tise” to those who care to study it, 
according to Alfred M. Reeves, 
veteran New York Automobile 
Show manager. Mr. Reeves is 
guiding what he calls “this motor 
car museum.” 

“Among the old-timers entered 
in the show by private owners 
are cars whose names have been 


got the importance of advertising 
appropriations,” Mr. Reeves said. 
“Progressive exhibits of the 20 
automobile manufacturers who 
have 1946 models to show in con- 
trast to nearly 200 ancient ‘horse- 
less carriages’ on display demon- 
strates how money invested in ad- 
vertising paid off in continuity of 
production.” 

More than 2,500 different makes 
of automobiles have been put on 
the market over the 50 years the 
Jubilee celebrates. 

They’re Forgotten Now 

“Who remembers,” asks Mr. 
Reeves, “the Autobat, the Seven 
Little Buffaloes, the Alcar, the 
Mogul, the O-We-Go, the Davis or 


Advertising Age, June 10, 1946 


deeply of the life-blood of print- 
er’s ink.” 

He offered the following list of 
the “Golden 17 Automobile Adver- 
tisers” who are still advertising 
as the industry observes its 50th 
anniversary, along with the dates 
they first began: Ford 1896, Olds- 
mobile 1897, Packard 1899, Buick 
1903, Cadillac 1903, Willys-Over- 
land 1903, Studebaker 1905, Hud- 
son 1909, Chevrolet 1913, Dodge 
1914, Lincoln 1914, Nash 1917, 
Chrysler 1924, Pontiac 1926, De- 
Soto 1928, Plymouth 1928, Mer- 
cury 1939. 

Mr. Reeves points out that some 
heavy advertisers fell by the way- 
side, most of them because they 
attempted “too elaborate produc- 
tion with too little money.” 


Really ‘Big Business’ 


“Failure to be prepared with 
proper financing killed many good 
cars,” he explained. “This indus- 
try, which Charles Kettering has 


- IT’S A HIT! : 
i 


Ask the man who uses 
the OHIO SELECT LIST. 
He'll tell you hits come 
fast and clean. Try a 
schedule in these 49 
: alert, home-town dailies. 
: You'll see plenty action! 


Ask about our 1946 con- 
sumer survey of the 
billion dollar Ohio select 
list market. 


OHIO SELECT LIST NEWSPAPERS 


. JOHN W. CULLEN CO. 
CHICAGO PUBLISHERS’ REPRESENTATIVE 


CLEVELAND 


NEW YORK 
C@LUMBUS 


forgotten except by a few col-|the Cunningham? 


lectors, beause their makers for- |some 


Trouble is,| Said begins in the mines and ends 
sponsors failed to drink|at a hot dog stand, an industry 


yer et? 


BOYS’ sHogs 


ING SHOES 


Wow, EN's 


Chy HIKING SHOES 
OREN SHOE, 
INFANTS’ SHOES 


CORRECTIVE sHoES 


DEPARTA 


MENT ~ 


"SHOE 


First Choice in Department Stores 


Half a market may be better than none... 
but it’s not enough for the live advertising or 
sales manager. That’s why most shoe adver- 
tising budgets are concentrated in the one 
trade paper that is first choice wherever shoes 
are sold — the Boot and Shoe Recorder. 


If you want to know what the Recorder can 
do for you in Shoe, Department and Specialty 
Stores, ask our representative ... he has 
plenty of market facts— facts like these 
about Department Stores: 


K BOOT and SHOE 


TRADE 


NATIONAL VOICE oF tee 
Published Twice Monthly 


@ A Chilton @ Publication Kiet) 


100 EAST 42d ST., NEW YORK 17, N.Y. 


Fact No. | 


A leading shoe manufacturer asked his accounts 
what they thought of shoe publications . . . 70% of 
the Department Store buyers rated the Recorder 
first .. . 52% spent more time on it than any other 
publication . . . 64% stated definitely that they read 
Recorder ads, while the next highest publication got 
only 50% ad readership. 


Fact No. 2 


An independent organization questioned 500 leading 
Department Store shoe buyers in 48 states... . 95% 
of them paid to read the Recorder . . . 63% regarded 
it as the most valuable publication they received. 


Fact No. 3 


More advertisers use the Recorder than any other 
publication. They use it because they know it is a 
vital part of the business equipment of more than 
16,500 subscribers in the Shoe, Leather and Allied 
Industries ... because it is first choice among Depart- 
ment Store buyers, independent shoe retailers and 
specialty store buyers. Put your message in the Boot 
and Shoe Recorder ... where it will be read by 
the men who count. 
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THIRTY YEARS APART—At the. left is a magazine page running currently for 

Cadillac Motor Car Division, a noticeably stream-lined job in the use of page 

space as well as car design, compared with the ad at the right, which appeared 
in the May 19, 1917, issue of The Saturday Evening Post. 


which employs one out of every 
seven in this country, is Big Busi- 
ness with a capital ‘B’.” 

American automobile makers 
were timid advertisers at the very 
beginning. Mr. Reeves, the first 
automobile editor with a daily 
column on the old New York Mail, 
recalls that the earliest newspaper 
advertising was placed prior to 
the turn of the century by im- 
porters of European cars. 

Among the first cars advertised 
in the U. S. was the Daimler, im- 
ported by the Steinway Company, 
New York. The early German 
Benz also sought an American out- 
let through advertising, while 
Smith & Mabley placed copy in 
New York newspapers for the im- 
ported Panhard-Levassor car in 
the late ’90s. 

Both Henry Ford and Charles B. 
King drove cars in Detroit in 
1896, the year the American in- 


dustry was born. In 1897, Michi- 
gan’s first automobile company, 
the Olds Motor works, was or- 
ganized and the first Oldsmobile 
was produced that year. 

In previous years, some Ameri- 
can wagon and carriage makers, 
reaching tentatively into what 
was to prove so tempting a mar- 
ket, used trick typography to give 
the impression they were in the 
automobile business when in real- 
ity they were offering carriage 
bodies to people experimenting 
with gasoline, steam or electric 
engines, 


One Automobile Ad 


The first issue of Horseless Age 
in 1895 carried only one automo- 
bile advertisement. The signature 
was that of the Duryea Motor 
Wagon Company, Springfield, 
Mass., and copy said that the firm 
manufactured ‘Motors, Wagons 


and Automobile Vehicles of All 
Kinds.” 

Duryea built 13 vehicles in 
1896, of which one was sold! 

Other ads in the first issue of 
Horseless Age were placed by the 
DeLa Vergne Refrigerating Ma- 
chine Company, Steinway’s Daim- 
ler Motor Car Company and the 
Racine Vehicle Company. All 
merely advertised motors, frames 
and other units for making a car, 
creating a pattern later followed 
by the infant radio industry. 

Enterprising Herman H. Kohl- 
saat, then publisher of the Chi- 
cago Times-Herald, launched 
Motocycle in October, 1895, and 
sponsored the first automobile race 
a month later. The first ads in 
Motocycle, appearing in its No- 
vember issue, promoted bicycles, 
engines, tires and lamps. It was 
not until the May, 1896, issue that 
the first bona fide auto ad ap- 
peared. This was placed by a dis- 
appointed owner, offering a used 
German machine for sale. In Au- 
gust of the same year, the Ameri- 
can Electric Vehicle Company, 
Chicago, placed an ad boasting of 
sales to Montgomery Ward and to 
a Mr. Harold McCormick. 


First Show in 1900 


Not many years later automo- 
bile advertising became a real 
factor in the American business 
economy, but not before press 
agentry had started the ball roll- 
ing. The first national automobile 
show was held in 1900, featuring 
the publicity stunt of a track 
spotted with barrels to “prove the 
damned things could be steered.” 
Next year a total of 7,000 cars was 
built in the U. S. and in 1902, 
9,000 were produced. 

Newspapers were the first choice 
of pioneer automobile advertisers. 
By 1903, newspapers had special 
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solicitors seeking to sell the me-|mental early grasped by motor 


dium to the new industry. Al 
Reeves, the former sports writer, 
experienced what so many editorial 
folk have done before and since— 
he switched to selling space on a 
percentage arrangement made 
with Henry L. Stoddard, publisher 
of the Mail, and began to “make 
some real money.” 

Three years later, in 1906, auto- 
mobile advertising was accorded 
its own separate classification by 
a statistical bureau mutually sup- 
ported by the newspapers. From 
1906 to December, 1913, this bu- 
reau recorded 17,960,007 lines of 
auto advertising in New York 
newspapers. Reeves, who had 
press agented the New York Auto- 
mobile Show, became its manager 
in 1907 at the old Grand Central 
Palace. 

Ford’s early advertising pio- 
neered in emphasizing that a 
motor car in the low price bracket 
was not only for sport or pleasure 
but also for utility. For many 
years, all Ford copy looked alike. 
The idea, an advertising funda- 


car makers, was to make the sym- 
bol and copy as familiar as the 
product, 


Jokes Pay Off 


For nearly two decades, Ford 
made as few changes in his copy as 
he did in his Model T. Meanwhile 
the company thrived on “Ford 
jokes.” Not only did they do 
nothing to stop them, but the late 
E. Le Roy Pelletier, an old circus 
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WATT Publishing Co., MOUNT MORRIS, th 
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Stwo hearts 


track time 


at 


... the great heart of a fine horse 


and the fighting heart of a winning rider. 


Both win by. aptitude, love of the game, 


and perfect training. We’ve produced 


many winning jobs of offset lithography* 


by the same principle. 


Master craftsmen inspired 


by love of our game, the finest equipment, 


and unswerving specialization 


in the fine points of offset reproduction. 


C.M.&H. Offset Printing Co. » WHitehall 5957 


63 WEST GRAND AVENUE, CHICAGO 10 
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press agent and Ford’s first ad-|jokesters promptly said should 
vertising manager, was responsible read “built to run—and does it?” 
for coining many of them himself. | This didn’t bother R. E. Olds, who 
The pioneer advertisers also be- began to promote his later cars 
lieved in repeating slogans over with the initials of his name— 
and over again. Oldsmobile’s|; REO. Each new REO was an- 
slogan, “A Palace Car at Your nounced as “close to finality.” 
Door,” was first used in 1905. Best known slogan, according 
Studebaker began promoting “The!to many surveys, is Packard’s 
Automobile with a Reputation Be- | “Ask the Man Who Owns One.” 
hind It” in 1906. In 1907 Olds-| This was coined in 1913 when | 
mobile coined a new one, “Built to| J. W. Packard, dictating answers | 
Run and Does It’—which the! to his mail, told a man who asked | 
| for some advertising literature that | 
he had none and suggested the 
writer “ask the man who owns 


Slogan Dates to 1904 


The earliest known automobile | 
slogan is “For Ease of Riding | 
{| Without a Peer,” used to adver- | 
titise the Black in 1904. Others | 
fs | made brave claims such as Aero- | 
icar’s “The Car of Today, Tomor- | 
'|/row and For Years to Come” in 
¥| 1913, Marmon’s “Mechanical Mas- | 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


'ter P. Chrysler later supplanted | 


COLLEGIATE ROADSTER 


RITZY—This page ad, which appeared 
in the July, 1927, Ladies’ Home Journal, 
plays up the "smartness," 4-wheel brakes 
and rumble seat features of Overland's 
collegiate roadster. 


«| terpiece” in 1905, and Acme’s “The | with a car bearing his own name, 
Car That Has Made Good” in| was 
1906. The Maxwell, which Wal-_| Perfect.” 


“Perfectly Simple, Simply 


The early automobile admen, 


You want coverage as much as 

I do. However, if you are using 
only a big volume schedule of 
‘turban’’ publications, you are 
getting good coverage in five 

of your big six markets — but 
one of those markets (Small 
Town America) is left 
undercovered. 


To reach Small Town America 
you must use GRIT, the only 
national publication that puts 75%_ 
of its circulation into towns of less 
than 2,500 population. 


Your GRIT representative will 
gladly show you the full 
analysis of the ‘“Big Six’’ 
markets. 


GRIT PUBLISHING CO. WILLIAMSPORT 3,PA. 


Smoll Town America's Greatest Family Weekly 
with more than 550,000 circulation 


FOR MLTR FAMNY 
FOR THE NEXT MOVE BY 


WATCH 


See Uy Rp 


1S VOLUME © 
CIRCULATION 
ALWAYS THE 
IMPORTANT 
S< BACTOR ? 
5 I Ask the 
GRIT Rep. 


regardless of what they said in 
their copy, must have known they 
' were blazing new trails. One 
‘classic story told in the Detroit 
| Adcraft Club concerns a 1910 tour 
'to Rochester, N. Y. Henry T. 
Ewald, president of Campbell- 
Ewald, had six blowouts en route 
/and finished the trip with all four 
tires filled with grass. 

Other famous admen who pio- 
/neered with Ewald included Ned 
Jordan, T. F. MacManus, who 
'wrote the famous “Penalty of 
| Leadership” for Cadillac, 
George Harrison Phelps. 


Appeal to Women 


| With the advent of the self- 
starter, the automobile—which had 
/a strictly masculine appeal be- 
cause of the well-known and long- 
attracted women, _ too. 
changed 
manded beauty, comfort and color 


durability, speed and dependabil- 
ity. The design of cars was in- 
‘fluenced, and pretty girls gradu- 
ally filtered into automobile copy. 

A Coles Phillips drawing of a 


..|lithe young lady wearing sheer 


\silk hose which was used to 
|brighten a page for Overland in 
| the Ladies’ Home Journal in 1927, 
| however, boomeranged. Angry let- 


to American womanhood.” 


Rickenbacker splashed his copy 
with the first four-wheel brakes. 
Dodge claimed the first all-steei 
body. Chrysler heralded “floating 
power.” Custom-built bodies ap- 
peared in the early ’20s after 
World War I. Announcements of 
'“500 color combinations and 50 
|body styles” featured 1926 ads, 
'marking a distinct change from 
‘early claims of race track records 
| and honors on the Glidden tour. 

| The year 1926 saw an all-time 
|advertising record set. 


‘urday Evening Post, which car-| 


|ried the first automobile ad ever 
|placed in a general circulation 
|magazine in its March 31, 1900, 
issue, issued a 258-page Automo- 
‘tive Show number on Jan. 9, 
| 1926, with more automobile linage 
than has been carried before or 


and 


remembered cranking difficulties— | 


Copy, 
in tone as women de-| 


where men had been content with | 
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‘four-color automobile ads, a far 
|ery from the first ad in 1900—a 
small card offering a car for sale 
for $1,000 by a W. E. Roach of 
Philadelphia, and adding that 
catalogs were available for two 
cents each. 


U. S. Bond Sales 
Exceed ‘Cash-Ins’ 


Washington, June 5.—Sales of 
government savings bonds ex- 
|ceeded redemptions for the first 
five months of 1946, but redemp- 
tion af “E’’ bonds exceeded sales 
by nearly half a billion dollars, 
Treasury figures show. 

Opening the “peak publicity 
drive” that is to run until July 4, 
Vernon I. Clark, director of the 
savings bond division, said that a 
total of $3,470,000,000 of “E, F, G” 


|five months, 
| ters poured into the Willys-Over- | 
land offices protesting this “affront | 


|/May sales of 
| $344,803,000, 


| disruptions 
isales and 

‘he said the current rate of sales, 
| while exceeding predictions, is not 


bonds had been sold during the 
$629,000,000 more 
than were redeemed. 

For the five months “E” bond 


‘sales totaled $2,111,000,000, but 
Change followed change. Eddie | 


redemptions were $2,598,655,000. 
“EK” bonds were 
while redemptions 
were $469,160,000. 
Mr. Clark believes it is encour- 


aging that May redemptions were 
|14% below April’s and 14.7% be- 


low March. Despite strikes and 
which radically cut 
increased redemptions, 


/good enough in view of the up- 
| ward trend in prices. 


Bendix Using Matchbooks 


| Washer advertisements by Ben- 
| dix Home Appliances, South Bend, 
have been carried on about 19,- 
| 000,000 books of matches, believed 
| to be the largest match-book pro- 
_ motion in the appliance industry. 
|The three-color books have been 


| 


The Sat-| 


since by a magazine. The Post’s| used by 79 distributors and 9,000 
issue carried the first two and| dealers since last summer. 


WJW, Cleveland’s CHIEF 


Station, is top man on the 
totem pole in the Northern 
Ohio billion dollar market. 
WJW consistently delivers 
more daytime dialers per dol- 
lar than any other regional 
station day after day Mon- 


day through Friday! 


BASIC at 850 KC 
ABC Network . 5000 Watts 
CLEVELAND, @. a fete, DAY AND NIGHT 


REPRESENTED NATIONALLY BY HEADL 
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tleyys lo wtn 
the Battle 
+ Bread 


IF you are a woman between 17 and 40, please 
read this most carefully, World harvests of many foods were 
very bad last year. Many women and children may starve 
in other countries because food is so short. Our farmer: and 
farm workers will do all they can to see that none go short 
here, but they must have help. 


JOIN THE WOMENS LAND ARMY NOW 


and help t keep up home production of our vital foods — 
bread, potatoes and milk. The W.L.A. did a grand war job 
and must carry on for another two years at least. 


To Women's Land Army, 6 Chesham Sueet, London, 
S.Wat. Send desars, please. 


NAME 


C17.L.) (Use 14. stamp — urvealed evelope ) 


ISSUED BY TMH MINISTRY OF AGRICULTURE 


a a . . = ee 
JOIN THE 
AGAINST Many of us do waste bread — 


unintentionally, thoughtlessly. 
But the time has come for us 
all to think —to think of the 
millions facing starvation— 
and resolve to waste no bread. 
So join the crusade— read 


waste 
bread ===" 


THE NEW 4-POINT BREAD CODE 
(1) DOPE, Sarge oat W's small one will do. 


(2) Don't ask for bread in a canteen or restaurant unless 
you intend to eat it. 
(3) Learn the way to keep bread fresh. (Wrap in a 
clean, dry cloth and place on an airy shelf. df you 
use a bin, see that the lid admits air.) 
If in spite of all your care you sometimes get stale 
bread left over, use it in your cooking. If you can't, 
put it in the Pig Bin but never in a dustbin. 
We must not waste while others want 
FUPMITTAT OF FOR LowDou WL. FOOD Pacts we 08 


(4) 


BRITISH APPEALS—The staff of life is the subject of both of these pieces of 

British copy. The Ministry of Agriculture ad at the left seeks recruits for the 

Women's Land Army, and the Ministry of Food copy states its four-point bread 
code in the crusade against waste. 


Nickel Candy Bars 


fo Stay, Vendors 
Told by Industry 


Chicago, June 4.—Those fa- 
miliar nickel candy bars are go- 
ing to stay at a nickel, despite the 
appearance of 10-cent varieties on 
store counters, if the industry can 
keep them there. 

That view was expressed by 
Charles F. Scully, secretary and 
treasurer of Williamson Candy 
Company, Chicago, and chairman 
of the OPA candy bar makers’ in- 
dustry advisory committee, in re- 
sponse to an inquiry from the Na- 
tional Automatic Merchandising 
Association, trade group of opera- 


tors, suppliers and manufacturers 
of coin-operated vending equip- 
ment. 

According to Mr. Scully, who is 
quoted in the current issue of the 
association’s “Automatic Merchan- 
dising,” the nickel as the medium 
of exchange for standard candy 
bars will yield to nothing short of 
inflationary price advances in 
candy-making materials. 


Will Cut Weight 


“If price relief is granted to the 
candy bar industry by OPA,” he 
told the association, “it will come 


“We can reduce weight down 
to the point where bars look like 
the penny goods of other years 
and still keep the nickel as stand- 
ard,” he said. “I think the great 
majority of candy bar manufac- 
turers believe that the nickel is 
a valuable merchandising unit in 
itself. We hope this is just a 
transitory phase which will prob- 
ably last two or three years, or 
as long as supplies are scarce and 
prices high.” 

Candy vendors in all sections of 
the country, the association re- 
ported, were concerned lest the 
nickel units be advanced to a dime, 
forcing the wholesale conversion 
of coin-operated machinery, with 
nickel chutes changed to carry two 
nickels or dimes, and the possible 
installation of new racks to hold 
larger candy bars. 


Would ‘Retool’ Whole Line 

Doubling the price, said Mr. 
Scully, would involve greater 
changes for the candy industry 


tors, since packages, weighing and 
cutting machinery—‘“nearly all the 
elements of the nation’s candy pro- 
duction line’—would have to be 
retooled. Should rising costs force 
bar weights down to the point of 
commercial extinction, however, 
the industry would be forced to 
use the dime as the standard pur- 
chasing unit, he added. 


facturers have already been 
|granted OPA permission, on an 
individual basis, to “reprice” their 
| products by reducing weights and 


‘retaining the regular retail price. | 


There are no industry figures on 


as permission to reduce weight and the comparative volume of 5 and 


not as an increase in manufactur- | 10-cent varieties. 


ers’ prices.” 
Another well-known candy man- 
ufacturer who was queried by the 


trade group, but preferred not to | 


disclose his identity, said that ‘“‘no 


However, the 


two together are credited with 
| 10.8% of the entire dollar volume 


for 1944. 
Several new dime bars have 


|/ been introduced recently, includ- 


one wants to eliminate the nickel | ing offerings by Walter H. John- 


bar.” 


‘son Candy Company, 


Chicago 


than for vending machine opera- | 


The majority of candy bar manu-_| 


(whose nickel Power House bar 
still weighs a hefty 234 ounces), 
and Peter Paul, Inc., Naugatuck, 
Conn., maker of Mounds. Curtiss 
Candy Company, Chicago, has for 
some time marketed a 10-cent edi- 
tion of its big nickel seller, Baby 
Ruth. 


Duotone Boosts Boeger 
William A. Boeger Jr. has been 

appointed general sales manager 

in charge of domestic and foreign 


45 


distribution and supervisor of ad- 
vertising and sales promotion by 
Duotone Company, New York pro- 
ducer of phonograph needles and 
record accessories. Mr. Boeger 
joined the company as advertising 
and sales promotion manager in 
November, 1945. 


Heads Premium Vacuum 


M. P. Tuteur, general manager 
of Premium Vacuum Cleaner 
Company, Toronto, has been 
elected president of the company. 
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~ INDUSTRIAL EQUIPMENT NEWS 


*  — What's Maw - EQUiPMENT- PARTS - MATERIALS. ~ 


2Oe FLARE CURATION Samm 


En SEED * What Do You Need? 
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by more than 


Industrial 
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| wn apa TUSTIN. feperene steer 
' NEWS FRONT FOR 
INDUSTRIAL PRODUCT 

INFORMATION 


Industrial Equipment News originated 
specialized product news and informa- 
tion publishing in 1933 and on that basis 
its monthly receipt has been requested 
50,000 
men in the larger plants in all industries. 
Equipment News 
keep this active buying group posted . . . 
editorially on new and improved prod- 
ucts being brought out each month . 
advertisingly on general product 
news and information. 

Product advertising spotted in  Indus- 
trial Equipment News when and where 
operating men in all industries are thus 
pre-conditioned to looking for their cur- 
rent requirements offers much in_ un- 
usual reader attention and action values. 


Cost? Only $95 to $102 an issue. 
Details? Write for “The IEN Plan.” 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 
461 Eighth Avenue, New York |, N 


on more than 


A | 


& 


active operating 


serves to 


a es 


THOMAS PUBLISHING COMPANY 
461 Sth Ave, Mew York 1, H. ¥—adBdallion 3-544 Is 


( 


demonstra 


Account reps, some would have it, do nothing but live on expense 
accounts, flash the incisors and the glad hand, wear custom-made 
shirts and make like smooth operators. 


Fact is, most account men spend a lot of their time studying their 
clients’ product improvement problems, with a keen eye toward 


ted for vitamin E, particularly. 


DISTILLATION PRODUCTS, 


755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 
570 LEXINGTON AVE., NEW YORK 22, N. Y. * 135 SOUTH LASALLE ST., CHICAGO 3, ILL. 
PITTS & LOUGHLIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 


"O- Soldbe-Uilamine. Hteadguartene 


developing new campaigns. Often this sort of study leads to better 
all-around service for the client—particularly on food accounts, where 
vitamin fortification may be an important sales factor. 


In a spot like this, it is helpful to have detailed knowledge of the 
advantages offered by DPI vitamin concentrates. Pioneers of 
molecular distillation in high vacuum, DPI makes available two 
superior vitamin concentrates: Distilled Vitamin A Esters and 
Distilled Natural Mixed Tocopherols (Vitamin E). 


Both of these concentrates are ‘“‘only”’ products of their kind, 
unusually bland, stable and uniform in potency. Both A and E are 
vitamins to watch—some surprising new values are being 


So, for help or information about vitamins A or E, or about molecular 
distillation in high vacuum, consult ‘“‘headquarters’”—DPI. 
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Powerful Mexican 
Station Will Be 
Beamed af U. S. 


XEX to Key 

New Network; Seeks 
U. S. Advertisers 
New York, June 4.—“The 


world’s most powerful broadcast- 
ing station,” a half-million watter 
operating with directional antenna 


beamed north-south and believed |: 


capable of reaching a large U. S. 
audience, is under construction in 
Mexico City as the flagship for 
a new Mexican network of 17 
stations, spokesmen for the project 
told ADVERTISING AGE last week. 
Ostensibly the web hopes to 
provide formidable competition to 
a network known as the “Blue 
Chain” which presently dominates 


370,000 
CIRCULATION 


{100,000 home delivered) 


4th largest city zone 
audience in New York 


You open a new main line to 
volume and profit when you 
work the New York Post and 
Home News combination. You 
send your story to 370,000 
ample-budget families — to 
27% of them by way of Home 
News unique-in-New York 
home delivery. On high-visi- 
bility tabloid pages, you sell 
the fourth largest city-zone 
newspaper audience in Amer- 
ica’s No. 1 market. 


Mary McClung, Adv. Dir. 


DOROTHY S. THACKREY, Publisher 
T. 0. THACKREY, Editor & General Manager 


nd ‘Manhetten 


Stanley Syman, Adv. Dir. 


Nationally represented by 


THEODORO ADVERTISING SERVICE 
75 WEST ST., N. Y. C. 6 


Edward C. Kennelly, General Manager 


Mexican broadcasting. Key out- 
let of the existing net is XEQ, 
Mexico City, reported about to 
increase its power from 50,000 
to 250,000 watts. 

Indicating plans to seek con- 
siderable business from U. S. ad- 
vertisers, the new organization has 
opened a sales office here at 401 
Broadway and shortly will open 
offices in Chicago and Los An- 
geles, said Jay Lewis, public re- 
lations counsel. Charles A. Kessler, 
recently appointed commercial 
manager of the new station, will 


make his headquarters in New 
York. 


Will Start July 15 


The station, operating with the 
call letters XEX on a frequency 
of 730 kilocycles, is scheduled to 
go on the air July 15 with 50 to 
100 kilowatts for a test period 
of about 30 days, then increase 
to 250 kw. for a _ second test 
period, and finally to 500 kw. 
“around the end of the year or 
early next year.” Use of six giant 
directional-antenna towers will be 


started in the second test period. 
An auspicious debut is reported 
in the works, with President 
Camacho of Mexico and heads of 
other Central American republics 
participating. Licensee of XEX is 
Senor Alonzo Lordo Noriega, iden- 
tified ‘as ‘“Mexico’s best known 
commentator,” and reportedly a 
close political ally of Camacho. 


Will Use RCA Equipment 


The new 17-station network, it 
was indicated, will be comprised, 
outside XEX, of stations already 
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in operation. How soon the net 
will get into operation was not 
stated. . 

Mr. Lewis said that “some” of 
the transmitting equipment to be 
used by XEX was used by the 
late Dr. John R. Brinkley, goat 
gland specialist, for XERA in 
Villa Acuna, across the border 
from Del Rio, Tex., but that XEX 
will operate “mostly with new 
RCA equipment.” XERA went off 
the air nearly a decade ago. 

Mr. Kessler, who is vice-presi- 
dent of Commercial Inter-Amer- 


HARTFORD 


' ‘contract. 


iT TRAVELERS 


’ INSURANGE GOMPANY 


n event of death, notice 
aes immediately to the nearest 
office of the Company. 

It is not necessary for the 
or the Beneficiary to employ any 
to collect any benefit 


PREFERRED RISK 


FORT WAYNE, INDIANA 


Sum 
No. Specimen insure $__10000.00 


Due Each YEAR ON THE— 


Se area mE TEE 


Connecticut 


_% 196 289 


The Northwestern Mutual 
Life Insurance Company 


of Milwaukee, Wisconsin 


NUMBER AMOUNT 


$6,000 
INSURING LIFE OF 

HENRY NATHAN 
(i. i. Meee | oe 


Age__ 62 


THE 
LINCOLN NATIONAL 
LIFE INSURANCE COMPANY 


olin 
m Lire oF Abr aham Lincol R # : 
| ; nome. e | C.K ARD R OE 
BE Toray PREMIUM $221. ene F oe ea 
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AGE AT Issue. _ 35 


PREMIUM $282 -10 


TO SELL ANYTHING MEN BUY... 
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Life Insurance | 
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icas, S. A., Juarez, Mex., an im- 
porting, exporting and manufac- 
turing company, said XEX will 
broadcast “some” programs in 
English but that “it will be pri- 
marily a Mexican station.” In- 
dications that the station’s opera- 
tors expect XEX to reach a con- 
siderable segment of U. S. listen- 
ers is seen, however, in acknowl- 
edgment by Mr. Lewis that nego- 
tiations already are being carried 
on with several potential spon- 
sors in this country. 

It is believed that the high ele- 


vation of Mexico City, coupled 
with the power of the station and 
giant directional antenna, will 
give XEX a strong signal through 
much of the Midwest, reaching 
possibly as far north as Illinois 
and Michigan. 

In answer to a question regard- 
ing a statement in a radio maga- 
zine that the frequency of 730 
kilocycles on which XEX will op- 
erate is “assigned to Mexican 
Revolutionary Party,” Mr. Lewis 
said, “We don’t know anything 
about that here.” 


Elect M. L. Applegate 


M. L. Applegate, Seattle Post- 
Intelligencer, is the new president 
of Pacific Northwest Newspaper 
Advertising Executives Associa- 
tion. Others elected are Alan Tor- 
bet, Times, Coos Bay, Ore., vice- 
president, and Stanley Amess, 
Vancouver Sun, secretary-treas- 
urer, 


Opens New Offices 
Whitehall Pharmacal has opened 

sales and advertising offices at 

2436 Yonge St., Toronto, Ont. 


CBS Seeks FM 
Capital Outlet 


Washington, June 4.—CBS 
backed its prediction that FM will 
dominate the future broadcast sys- 
tem by filing an application with 
the FCC last week for an FM out- 
let here, bringing to seven its proj- 
ected owned-and-operated FM net- 
work stations. 

Since CBS is already operating 
FM stations in New York and Chi- 


THE 
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®@ Headline jumpers ... men who skim the ads too fast to get the 
point... are scarce as hail in Haiti among Popular Mechanics readers. 


The man who buys Popular Mechanics reads it to learn ... thumbs 
it dog-eared searching for useful facts and ideas. Skimming the ads 


MUTUAL BENEF]T 
LIFE INSURANCE 


a 


Hotice 
to em plo 
collecting 


and expense Wi 
direct 
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would be to him like eating the eggs and only smelling the ham. 


Latest readership surveys based on current circulation show 3% 
MILLION of these alert, inquisitive men...each one habitually a 
deliberate ad reader... a big, lively, more responsive market for any 
man-bought product from shave 


cream to insurance. 


It pays to put Popular Mechanics 
on your schedule and REACH THE 


P.M. MIND. 


No, these insurance companies don’t all advertise 
in Popular Mechanics. We think they could do so 
profitably. 3% MILLION men buy a lot of insurance. 


CHICAGO, ILLINCIS 


Hospital and Surgical | | 


Company 
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Insurance fF 


Disaty 


The Mutual Life Insurance 


ANNUAL DIVIDEND 
ENDOWMENT POLICY 


On the Life of 


POLIcy NO. 
EXPIRES 


Mc 
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of New York 
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cago, and FCC rules limit a single 
licensee to a maximum of six sta- 
tions, the network took the pre- 
caution in a covering letter of list- 
ing the preference order for its 
five pending applications: Boston, 
Los Angeles, Washington, St. 
Louis and Minneapolis. 

Whether these preferences will 
work out remains to be seen, for 
CBS is a late arrival in the Wash- 
ington picture, where eight of 11 
channels have already been award- 
ed. Three other applicants have 
appeared for the three remaining 
channels. 

At recent FCC hearings on the 
future of high power, clear chan- 
nel standard stations, CBS officials 
took the position that FM would 
dominate future radio because, it 
is a “preferred” radio service for 
a majority of listeners. 


Regina Names Wolff 


Regina Cosmetics Company, New 
York, has appointed Lester “L” 
Wolff, Inc., New York, to handle 
forthcoming magazine and news- 
paper advertising. 


On Saturday, June 8th, at 9:30 
p.m., KFI will air the first in a 
series of weekly half-hour health 
programs aptly entitled “Con- 
QUEST.’ This feature utilizes a 
dramatic cast and full orchestra to 
inform the listening public of the 
past and present struggles in the 
long story of man’s conquest 
of disease. Initial broadcast of 
“CONQUEST” is called “The Ship 
of Death” and reveals the amazing 
facts about the control of Typhoid. 
Similar health subjects will be the 
basis for subsequent programs 
which include a number with a 
local setting. This series is another 
Public Interest feature presented 
by Station KFI in cooperation with 
the Los Angeles County and Long 
Beach Tuberculosis and Health 
Associations. All scripts for 
“CONQUEST” are accurate in both 
narrative and dramatic presenta- 
tion with its writers having ac- 
cess to reference libraries and 
research files of all State, County 
and City Health Associations. 


ESPECIALLY FOR FARMERS 


Latest programming on KFI for 
the benefit of agriculturalists in 
the Pacific Southwest is the 
“STANDARD FARM HIGHLIGHTS” 
broadcast Monday thru Friday at 
6:15 a.m. Bill Stulla heads this 
daily fifteen minutes of farm news 
and market reports which is spon- 
sored by Standard of California. 
CLEAR CHANNEL 


Fate © Gang. Dre, 


NBC tor tos ancetes 


Represented Nationally by Edward Petry ond Company, Inc 


a 
| Lt fo os 
— — . 
| 
———, 

| Sea ee: si. int = ee i 
= & = ~~ <a tes a airy _ i 

|. — nilemnily Company | & 

| e HART Pp Up ; ge NR , ' - oe 
"6 me e) : satin SS void NOS . ass ™~, : < . ae oe * pens q : . + W 4 

. _ 

rs (Reo : K ‘ x3 
ee = . : ‘ ae 
BO ‘ : a ‘ / i ) ! Ps 
Re j ' Ris. 
is HEALTH VIA RADIO : — 
7 ' ; aoe " 
a oan 
ai ; ic: 
pire mm Ra, Ge i KF | ; Agee 
{i : ue * 
i Cee. 1 ; eae oe 
> WOH AMER YE, _ 
Y MECH ULA a) Wee sh My ” 
> i) t me exis ogee 
ae} YE waungnge company, _ 
| i & Soe “am f; | % CHicreo : ! e 
’ 4 es ae Wy manent ; - 
ee” SS tee, | JOH ' ec 
. J 4 IN ey et co 4A Yani N DOE i ; = 
P U LA R M “CG g é ~ * & 29. ip Pe ee | : re . 
a | 3 ; 
os 3 rae ve i 1 -_ 

: hii Pe PE yr, +e q y ' y ¢ _ 
all RIN ee mre Beery iiss | — 
= a _ = ‘ i 

nh @ c@ | ay k 

BE Bis ny | i “iy ee x bf r 1 ag 
ual | i & =f te A ~ 5 PMU rasan be he be 
1 ; | : 4) newrance COMPANY | 4 e Ul es 1 
ce ii i es Cl a 4 : — 

i? ie Le ve 62. 5)/-~ a 

it | 7 fe pe by rt NO a — 

ik 14 re on i 4 y ie 

a GF a] &, *f I, iy Bs 

| f | ?| y Polic iu iin st aaa E em Age 8s fi i ne > — > : ‘ a 
if BE ci b ea remi £7 . 
ia ek a fe i ; 3 
7 4 Ni a 4 ‘ } ‘ | 
| EN a gaa A 
} iad = = r ia { Fe ia H : 
(he Go) = © Ne ; | a 
{ | == aod im j "Y for the insured or the A - 1 
i | RG te Fe heh etency of any - ; 
i J - ting the insur, 4 

4 : ae y al q 4 tpiving any of its benefus. ' 

! > he rs”, writing direct 1 

4 : : 3 : P is Be “Pican Buildings 1. 9 meta a. a : 
KEL 

Kit —" , 7 F 
? re 


48 


‘Let's Keep Our People 
Working,’ Adman Urges 


To the Editor: Within the past 
two or three weeks we have re- 
ceived more than the usual num- 
ber of applications for jobs from 
copywriters, artists, etc. Most of 
these letters fall into the classi- 
fication—being let out because of 
curtailed budgets. 

It seems to me that many of the 
advertising agencies, like many 
business organizations, are follow- 
ing the same old pattern again. 
Business falls down, people lose 
their jobs. Overlooked is the fact 
that when people lose their jobs, 
they can’t buy the things that keep 
business going (See Chester 
Bowles’ new book). 

It would be better, it also seems 
to me, if agencies, particularly the 
large ones, would make internal 


This department is a reader’s forum. Letters are welcome. 


efforts to keep their staffs intact 
—introduce economies of opera- 
tion, trim on expenses and so on. 
And just one more thing—one day 
reconversion problems will be 
over. America will race into high 
gear. Let’s not be too hasty, let’s 
be wisely business-like, let’s keep 
our people working. 

MILTON M. HERMANSON, 
Executive Vice-President, 
Shappe - Wilkes, Inc., New 
York. 
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‘Merchants of Chaos’ 
Looks into the Future 


To the Editor: In your Jan. 7 
issue you had a very excellent 
editorial. You said, “During 1946 
the American people will have to 
decide — perhaps for all time to 
come: whether our tradi- 
tional form of government shall 


be continued or replaced with 
something else . . . whether free- 
dom of enterprise and opportunity 
shall remain the touchstone of 
American life or be submerged 
under new social concepts... .” 
Since this whole matter has 
been clouded with almost impene- 
trable smoke screens of claims and 
counter-claims, even business 
leaders have been guilty of chronic 
indecision. As you so well know, 
there has been very little general 
understanding of the point you so 
clearly mentioned, that this is the 
“valley of decision” between the 
“free way of life” and the age-old 
despotisms of authoritarianism. 
The attached booklet, which is 
a reprint of a talk currently being 
given on the Pacific Coast, is an 
humble attempt to simplify our 
national issues to the point where 
anyone can understand them. You 
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Bit diplodocus 
it the mouth — 


IN PITTSBURGH 


It’s in Carnegie Museum, with a hoard 
of other scientific and historical treas- 
ures. Carnegie Institute also houses 
a million-book Library, a world-re- 
nowned Art Gallery, a Music Hall. 
Pittsburghers start researching at 
the Carnegie Institute when they’re 
only about five years old. 


a 


into Buhl Planetarium at the right time, 


Pittsburgh’s Allegheny 
—- Observatory tells people 
| Tl how things are going up 
above. And if you pop 


consultation. 


Institute of Industrial 
Research is here. And 
there are two universities 
and three colleges whose 
professors frequently are available for 


Government research here ranges from 
the work done by the local office of the 
Department of Commerce to that of the 
Bureau of Mines. Several industries do 
impressive work in their own labs. Com- 


mercial research laboratories of many 


kinds work on a fee basis. 


But if you want the truth 
about the Pittsburgh re- 
tail trade area, all your 


research amounts to is a 


maybe you'll see the star patterns that 


were in the sky in the diplodocus’s time. 


If Pittsburgh’s fame as the world’s heavy 
industrial center still obscures your view 
of the city’s facilities for a wide variety 


of research, keep in mind that Mellon 


THERE'S ANOTHER SIDE TO 
PITTSBURGH 


4) ee 
7° ee a 
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phone call or a letter to 


the research department 


gains in town. 
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Represented by the 

National Advertising Department, 
Scripps-Howard Newspapers, 230 Park Avenue, 
New York City. Offices in Chicago, Detroit, 
Memphis, Philadelphia and San Francisco. 


No. 


of The Pittsburgh Press. 
Press research is free... 
Press results aré one of the biggest bar- 


The Pittsburgh Press 


In Pittsburgh 

In Daily Circulation 

In Classified Advertising 
In Retail Advertising 

In General Advertising 
In Total Advertising 
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Also Gums, Candy & Cigars, etc. 
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LAW OF MARRIAGE 


AND DIVORCE SIMPLIFIED - 
by Richard V. Mackay 
COVERS THE LAW IN 48 STATES 
CHAPTERS ON — 
Separation, Divorce, 
y Rights, Remar- 


juable charts. ¢ your 
store or mail only $1 todey. Satis- 
faction Guaranteed! 
*_ OCEANA PUBLICATIONS 
‘508 Sth AVE. Dept. HM, NEW TORK 18, 4. Y. 


will be happy to know that each 
time this talk is given, there is a 
substantial nucleus of listeners 
whose desire it is to go into action 
immediately. I am_ convinced 
from this continuing experience 
that a tidal wave of resistance to 
authoritarianism is in the making. 
If the issues can be clarified and 
the action directed, there appears 
little doubt of effective results. 

It is a privilege to send this 
booklet along to you. I sincerely 
hope it will be of interest. 

CyrRIL WRIGHT, 

Director of Sales Promotion, 

Foster & Kleiser Company, San 

Francisco. 

[Editor’s Note: Mr. Wright’s en- 
closure is a booklet, “The Mer- 
chants of Chaos,” published under 
the imprint of the Committee of 
American Freeman, San Francisco. 
It reiterates the contention that 
“the revolution is behind us,” and 
advocates a program of action 
which would generally be consid- 
ered as “extreme rightist,’’ includ- 
|ing: Repeal ‘“‘miscalled” Fair Labor 


Standards Act; repeal laws con- | 


|trolling prices, production, ma- 
iterials; no government loans to 
foreign nations; no federal housing 
in peacetime, etc. ] 
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Suggests New Name 
To the Editor: How about call- 
ing that new book about adver- 
tising goings-on—‘“Lady Chatter- 
ley’s Account Executive’’? 
MILTON GOODMAN, 
Vice-President, Laurence C. 
Gumbinner Advertising 
Agency, New York. 
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$185,000 in Dailies 
To the Editor: Merely for the 
record, our newspaper bill for 
space in 1945 was $185,000, not 
$154,499. 
J. B. MILGRAM, 
Advertising and Merchandis- 
ing Manager, John F. Trom- 
mer, Inc., New York. 


Editorial Support 
To the Editor: This combina- 
tion, from This Week Magazine, 
comes under the heading of edi- 
torial support (no reference to the 
lady’s gams is intended). 
LAURENCE P. TRIGGS, 
Erwin, Wasey & Co., New 
York. 
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Cheers for the Wac 


To the Editor: As an advertising 
woman and a great respecter of 
those gals who performed mag- 
nificantly during the World War 
II—I protest Copy Cub’s flip com- 
ment on the ex-Wac officer’s ad 
for a job. 

Please, please, let us always 
speak most respectfully of the 
Wac. You will have to admit that 
they were unfairly maligned by 
the press — propaganda, I should 
say. 

Now, here’s a girl who is adver- 
tising for a job—not a boy friend 
or husband. Let’s not take cracks 
at her. 

Mrs. ANTOINETTE C. HODEs, 

New York. 


Sees Two Evils 


Creeping Into Radio 

To the Editor: There are two 
evils that have crept into radio 
and I think they should be nipped 
while still in their incipiency. 

The first is publicity puffs (or 
“plugs,” in radio parlance) for 
products other than those adver- 
tised by the sponsor. There is 
hardly a Bob Hope program that 
does not mention Yo-Yo’s, and 
other of the big network shows 
are likewise guilty. I do not think 
it a mere happening, or coinci- 
dence, that 7-Up is plugged so 
often and on so many programs— 
nor Kleenex, bubble gum, Dixie 
cups and Murine. And on two 
shows one night last week, Hart 
Schaffner & Marx suits were men- 
tioned. 

Occasional mention has_ been 
made of Blue-Jay corn plasters, 
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The Only New Orleans Station 
Using all these means to 
Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


- NEW ORLEANS | 


A DEPARTMENT OF LOYOLA UNIVERSITY* 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 
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Band-Aids, Coca-Cola, Pepsi-Cola, 
etc.— some of which might not 
have been deliberately and alleg- 
edly planted. If the stars are ac- 
cepting money for such plugs, on 
top of their high fees, they are 
certainly discrediting their profes- 
sion and creating a sad state of 
affairs. 

I personally don’t dislike an oc- 
casional reference to a_e well- 
known product in a legitimate pro- 
gram and I get quite a bang out 
of a burlesque of another radio 
show or the products advertised 
but I feel that consistent reference 
is poor taste and poor practice— 
even if the sponsor does approve 
or permit this plugging. And the 
public can soon tire of Yo-Yo 
jokes! 

The newspapers have kept their 
columns generally clean of pure 
publicity puffs, sans live news 
value. Radio should do some 
housecleaning now before the sur- 
face dust becomes scandalous filth! 

The other evil that should defi- 
nitely be cleaned up is smut or 
suggestive jokes. More and more 
are the comedians taking liberties 
and are frequently alluding to 
one’s fundament; a girl’s legs, 
breasts, figure; having babies, and 
other off-color references. The 
writers get a kick out of it—the 
actors like to put them over be- 
cause they hear their studio audi- 
ences laugh and have the satisfac- 
tion of having got away with it, I 
personally don’t mind, and enjoy 
some of those jokes although I 
shudder at many, wondering how 
parents feel when they are aired 
before their growing children in 
their homes. 
rearing kids in this present de- 
generation without further sug- 
gestive jokes and remarks brought 
into homes through radio. 

Many of those actors defiled 
vaudeville and _ the legitimate 
stage. May they not wreck radio 
by continuing to bring smut into 


It’s hard enough | 


our homes. Let’s not give cause! 


for radio programs—and their 
products advertised—to be boy- 
cotted in millions of homes 
throughout the land. It’s quarter 
of twelve for radio. 
Leo P. Bort Jr., 
Holder Morrow Collier, Inc., 
Chicago. 
ey 


Extra Syllable 


To the Editor: 
anything to you? 

In your May 20 issue of ApvER- 
TISING AcE, front page, under the 
column “Rough Proofs’ signed 
Copy Cub,—1l1lth item—‘“Sutra” 
you use the word “preventative.” 
I have seen this used many times 
in newspapers, magazines, etc. etc. 
There is no such word. The word 
is PREVENTIVE. 

Just an interested reader. 

ANN PEWTERS, 
Los Angeles. 

[Editor’s Note: If Miss Pewters 
were interested enough to read the 
entire Rough Proofs item to 
which she refers, she would find 
Copy Cub agreeing with her. 
“Preventative” is what Sutra said, 
whereupon Copy Cub cracked: 
“When you put extra syllables 
into words like preventive, you’re 
just working for the printers.’’] 


, ¥_F 
Sees Harder Job 
Ahead for Agencies 

To the Editor: I have been giv- 
ing considerable thought to the 
rapidly changing business scene— 
particularly as to how it might af- 
fect advertising and advertising 
agencies, 

Here is how the situation seems 
to shape up to me: 

The business of the country is 
rapidly leaving the war economy 
behind. The era of acute short- 
ages and the sellers’ market for 
some commodities at least, is 
drawing to a close. 

Production is expanding and it 


Is this worth 


may not be too many months be- 
fore we will have a buyers’ mar- 
ket. To me, this means keen 
competition. 

I think that in 1947 manufactur- 
ers of certain goods may again be 
looking for customers. What does 
this mean to the advertising 
agency business? 

If we do reach a competitive 
market in 1947, manufacturers 
may find profit margins squeezed 
between a competitive selling 
price on the one hand, shrinking 
volume and rising costs on the 
other. How will all this affect ad- 
vertising? 

Broadly speaking, one of two 
policies is pursued by advertis- 
ers during such times. There are 
those executives who believe that 
when profit margins are shrinking, 
costs should be cut wherever pos- 
sible to conserve the dwindling 
profits and capital of the business. 

Many executives, when faced 
with shrinking volume and profits, 
would curtail advertising expendi- 
tures. This policy creates a vi- 
cious circle, for as a rule, the 
smaller the advertising expendi- 
ture, the smaller the volume. 

There are other executives who 
feel that in a competitive market 
it is necessary to exert greater 
sales efforts. This implies more 
advertising, more salesmen, more 
frequent contacts with prospects 
and customers. 

The advertising agency execu- 
tive who is on his toes will start 
to plan now. He will study each 
client’s method of operation and 
endeavor to plan the advertising 
program to fit the client’s pro- 
jected 1947 business condition. 

Radios, small tools, rubber goods 
and the needle industries could 
very well reach a highly competi- 
tive position by early 1947. 

The advertising executive can 
help to determine the wisest sales 
program to follow because he 
understands sales psychology. The 


advertiser and advertising agency 
together can work out a construc- 
tive program that is aimed at not 
only keeping volume and profit 
up, but which would also result 
in maintaining the volume of busi- 
ness transacted by the agency. 
To follow the course that I sug- 
gest requires careful planning, en- 
tailing considerable effort. It re- 
quires delving into the future, 
thinking ahead. But such a pro- 
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gram may save thousands of dol- 
lars for the client and the agency. 

I believe that the successful 
agency of the future must not only 
be able to plan and produce a suc- 
cessful advertising campaign, but 
also help formulate the sales pol- 
icy of the advertiser so as to de- 
termine how much money to spend 
as well as how to spend it. 

IRA RUBEL, 
Ira Rubel & Co., Chicago. 


trians per month. 


the Atlantic. 


medium. 


Space subject to prior sale. 


POSTER SPACE 
AVAILABLE NOW 


Here's your chance to snap up 3000 panels on 


RAILWAY EXPRESS TRUCKS 


covering more than 900 cities and towns (including New 
York City) and reaching a circulation of 300 million pedes- 


This space available immediately—released by an adver- 
tiser who is crippled by material shortages. It covers the 
entire nation with the exception of those states bordering 
The balance of the fleet of 15,000 trucks is 
sold solid to 5 big advertisers on long term contracts. One 
of these is entering fourth year of continuous use of the 


You'll be in big time company on EXPRESS POSTERS, yet 
with exclusive preferred position at eyelevel. 


DOUGLAS LEIGH 
POSTER ADVERTISING INC. 


lf interested, wire or phone 


630 FIFTH AVENUE 
NEW YORK 20, N. Y. 
CIRCLE 6-6155 


“Showmanship Comes in Nifty Packages at WBBM‘ 


“Yes Sir‘ee, when the WBBM showmanship department 
offers a package, advertisers get a package!“ 


REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 


1944, 


“The Bennett Sisters,” call 
us or Radio Sales. 


*CBS Seventh Series Listening Areas, 


on its own quarter-hour program. 
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+. as witness ‘’The Bennett Sisters’’ 


Three singing sisters and a four-instrument musical group 
combine their talents on “The Bennett Sisters”—one of the 
neatest program packages ever to come out of the WBBM 
showmanship department. 

The three Bennetts are no strangers to WBBM listeners. 
They are firm favorites...listened to and liked on WBBM’s 
“Melody Lane”, which the Chicago Federated Advertising 
Club selected as Chicago’s best local musical-variety show. 
Sales-tested by Montgomery Ward and Wieboldt’s Depart- 


ment Stores, the trio now is available to another advertiser 


Tie in with this package and you get speedy delivery and 
a welcome reception for your sales message throughout 
WBBM’s 5-state Primary 
Area.” For details about 
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Families Gaining, 


Census Reports 


Washington, June 4.—Total 
number of families in the United 
States will have climbed to 38,- 
175,000 by July 1, more than 3,- 
000,000 above the 1940 census 
figure, the Census Bureau pre- 
dicted last week in reporting that 
the independent family total is on 
the rise again after a wartime 
lull. 

According to Census, only 650,- 
000 new families were recorded 
between July, 1942, and July, 1944, 
but slightly over a million were 
set up in the two years from July, 
1944, to July, 1946. 

Including “one-person families” 
in its total, but excluding institu- 
tions, hotels and large rooming 
houses, Census guessed that post- 
war reaction would result in 1,- 
850,000 additional “families” in the 
two years ahead, 6,600,000 by 1960. 

If the Census predictions work 
out, there will be 44,775,000 fami- 
lies by 1960, compared with slight- 


Heading 
For the 
Half Million 
Mark 


Total circulation of Army 
Times—including the Army, 
Air Force and Veterans Edi- 
tions—is now over 400,000 
copies per week and head- 
ing for the half million 


mark within a few months. 


Effective July 1, 1946, pres- 
ent advertising rates, based 
on 200,000 circulation, will 
be increased, and separate 
rates will be announced on 
the combination Army and 
Air Force Editions, and the 
Veterans Edition. 


Meanwhile you can contract 
for your advertising in all 
editions at the present low 
rates. Complete details, in- 
cluding circulation state- 
ments, rate card, and sam- 
ple copies, on request. 


* 


ALLAN S. WALDO 
Advertising Director 
101 Park Avenue, NYC (Lex. 2-3783) 


ADVERTISING REPRESENTATIVES 
NEW YORK: George T. Hopewell 
101 Park Avenue (Lexington 2-3783) 


CHICAGO: H. B. France 
180 W. Washington St. (State 9564) 


PHILADELPHIA: Ray W. McCarney 
Rm. 626, Jefferson Bldg. (Mar. 0887) 


BOSTON: Lawrence Mitchell 
80 Boylston Street (Hancock 5066) 


SAN FRANCISCO: Geo. D. Close, Inc. 
5 Third Street (Garfield 6740) 


LOS ANGELES: Geo. D. Close, Inc. 
448 S. Hill St. (Michigan 1269) 


SEATTLE: Geo. D. Close, Inc. 
1011 American Bldg. (Elliott 3933) 


ARMY TIMES 


WASHINGTON 10, D. C. 
* 


Member Audit Bureau of Circulations 


ly fewer than 30,000,000 in 1929 
and slightly fewer than 35,000,000 
in 1940. 

In addition to the 38,175,000 esti- 
mate of the current number of 
families, Census is projecting 40,- 
900,000 on July 1, 1950, and 42,- 
925,000 on July 1, 1955. 


Shubart Joins Shwayder 


Harry E. Shubart, managing 
editor of ADVERTISING AGE from 
1936-38, and during the war pub- 


lisher of Plane Facts, technical pub- 


lication, has been appointed ad- 
vertising manager of Shwayder 
Brothers, Denver, maker of Sam- 
sonite luggage and Samson card 
tables. 

Joel D. Rosenblum, former ad- 
vertising and sales promotion 
manager, will become director of 
advertising and promotion. 


Names Burnet-Kuhn 

Carson Pirie Scott & Co., Chi- 
cago, has appointed Burnet-Kuhn 
Advertising Company to handle a 
new breakfast show on Station 
WBBM, at 7:30-7:45 a.m., CDT, 


featuring Kay Campbell and Bob 
Murphy in “Top of the Morning.” 
The show, using live talent and 
music, will describe features and 
services offered by the department 
store, and will include dramatized 
vignettes paying tribute to leading 
personalities. 


McGivena & Co. Named 
L. E. McGivena & Co., New 
York, has been retained by the 
S & S Chemical Company, Newark, 
N. J., for marketing and adver- 
tising new products for both in- 
dustrial and consumer markets. 
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Slick Launches 
Its First Air 
Freight Campaign 


San Antonio, May 28.—Slick 
Airways, a new air cargo organi- 
zation, has launched a_ business 
promotion campaign in news- 
papers, magazines and business 
papers for its cargo service. 

Headlined “Can your business 
afford to ship by air now?” the 
copy tells prospective shippers 


to manufacturers of 


FOOD - FOOD INGREDIENTS - FOOD EQUIPMENT 


The only magazine in America 
devoted exclusively to the multiple phases of food— 
its availability, nutritional values, preparation and 
preservation. 30,000 total distribution among food 
educators in schools, colleges, universities — food 
and diet management groups in hospitals and other 
institutions, hotels, restaurants, factories and gov- 
ernment services. 


The publisher’s reasons for chang- 
ing the name of the 50-year-old 
professional food magazine to suit 
its modern functions, describe an 
unusual opportunity for all manu- 
facturing groups interested in edu- 
cating America to a better under- 
standing of better food—its values, 
its use, its preservation. 


CHARLES WHITNEY, 
President, Whitney 
Publications, Inc. 


“Fifty years ago relatively little 
was known about the nutritional values of foods. Inter- 
est in the subject was more along the lines of food prepa- 


“AMERICAN COOKERY” 


re-named 


BETTER FOOD 


The Professional magazine of Food Education 


and Group Feeding 


ration, which could be dealt with in terms understand- 
able to'the layman, as well as the professional. Gradually 
that picture changed, and ‘American Cookery,’ like any 
other good professional magazine, has changed its edi- 
torial character to meet the changing needs of its spe- 
cialized group of professional people. 


“Today we have an expanding group of food educa- 
tors and food technicians in America, whose need for a 
professional food magazine has grown by leaps and 
bounds. As the subjects of nutrition, food preparation 
and preservation have become increasingly scientific, 
manufacturers of food and food equipment have had 
more and more need for a means of addressing this in- 
fluential group professionally in terms of their mutual 
interests. 


“In keeping ‘American Cookery’ ahead of this devel- 
oping food science, the point has been reached where the 
whole change in emphasis in food education calls for a 
clear-cut re-definition of ‘American Cookery’s’ modern 
functions and aims, and with it a new name, descriptive 
of the job it does today. 


“The common denominator of interest among both 
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that the company is capitalized at 
$1,120,000, has ten new C-54s, 
and employs 300, among them 60 
‘“airline-rated” pilots. 

The company’s copy seeks to 
answer the questions it believes 
face shippers embarking on air 
shipment for the first time. It 
says that many nationally known 
shippers as well as smaller com- 
panies are using its services; that 
it has experienced men, many of 
them veterans of ATC and NATS; 
that its charges are in line with 
“prices comparable to the fastest 


surface transportation rates,’ and 
that its services are dependable, 
that shipments “will arrive as 
planned.” 

On the media list are Business 
Week, Newsweek, Time and United 
States News, all scheduled for 
full-page copy. Newspaper copy, 
ranging in size from four to two- 
column insertions, will appear in 
Boston, Chicago, Detroit, New 
York, Los Angeles and San Fran- 
cisco. Business papers scheduled 
for various-size copy are Chain 
Store Age, Florists’ Review, South- 


ern Fisherman and Packer, plus 
several aviation papers as yet un- 
selected. 

Thomas F. Conroy, Inc., San 
Antonio, is the agency. 


Province Maps Campaign 

Copy in U. S. and Canadian 
magazines and newspapers is 
scheduled by the British Columbia 
department of trade and indus- 
try. Copy will be placed by 
O’Brien Gourley Ltd., Vancouver. 
Publications to be used include 


Business Week, Dun’s Review, 


Financial Post, Fortune, Industrial 
Canada, Maclean’s, Montreal Ga- 
zette, Time (Canadian edition), 
Toronto Globe & Mail and To- 
ronto Saturday Night. 


‘Fur Fashions’ Names 3 


Changes on the executive staff 
of Fur Fashions, New York, an- 
nounced by Vincent Edwards, Inc., 
recent purchaser of the publica- 
tion, include the appointment of 
Joseph E. Hanson Jr. as publisher 
and Howard Saronson and Pau 
Shapero as joint advertising man- 
agers. 


A PEEK INTO 


our professional readers and the manufacturers who have 
something to say to these readers, is the topic of ‘Better 
Food.’ So, henceforth, the professional magazine of food 
education and group feeding will be ‘Better Food’.” 


America on the threshold 
of the greatest crusade 
in food education of all time 


To many manufacturers in the food 
industry the name of Dr. Darby is 
one of distinction. He is a biochem- 
ist, a physiologist and an engineer. 
Formerly Research Associate in 
the Department of Biochemistry 
of the College of Physicians and 
Surgeons, Columbia University, 
Dr. Darby is noted as the discov- 


Dr. Hucu H. Darsy, 
B.S., M.A., Ph. D. 
Editor-in-chief, 
“Better Food” (formerly 
“American Cookery”) 


in plant life, and for his spectro- 
graphic researches on vitamins 
A, D, K and Biotin. His work in vitamin research, nutri- 
tion, freezing, meat processing and fishery research, is 
internationally known. He is frequently called into con- 
sultation by national and international authorities on all 
phases of nutritional problems and by manufacturers in 
their research into food values. 


The following statement by Dr. Darby helps to crys- 
tallize the reasons for changing the name of “American 
Cookery” to “Better Food.” At the same time it describes 
the elements of America’s nutritional crusade, which is 
of as much interest to the manufacturers of food and re- 
lated products as it is to the nation’s food educators and 
nutritionists. 


Says Dr. Darby: “The last war revealed to the eyes 
of the world an appalling degree of ‘hidden starvation’ 
in a land, that has never gone hungry. It revealed fur- 
ther that an appreciable amount of thi national mal- 
nutrition relates not to the economic status of social 
groups, but rather to a lack of knowledge of nutrition and 
sensible diet. 


“Something is being done about this. Professional 
nutritionists and food educators need help. They are 
getting help from the government, but that’s nothing 
compared to the help they can get from the manufac- 
turers who have such a big stake in this whole subject 
of food education. 


“ ‘Better Food’ spearheads this educational crusade. 
It keeps food educators, nutritionists and the other food 
specialists who blaze the trail toward healthier, fuller 


erer of the existence of vitamin D- 


living, informed. of all developments in the evaluating, 
preparing, preserving and serving of food. 


_ “Tt provides the group-feeding specialists in schools, 
hospitals, factories and other mass eating places with up- 
to-date information on food selection and preparation, 
menu building and serving. It is the meeting place for all 
professional people who influence what the nation eats. 


“ ‘Better Food’s’ objective is a better-nourished citi- 
zenry.” 


Tell it to America’s 
© professional food people, 
and you’ re telling it to America 


“Better Food’s” readers exert powerful buying leverage 
in two broad spheres of influence. 


(1) The Teachers of Home Economics, conducting 
classes in cookery, nutrition and food education, influ- 
ence the preferences of scores of thousands of pupils and 
their families for all manner of nutritious, wholesome 
foods and food ingredients. Thousands of Home Dem- 
onstration Agents and Home Service Directors work in 
this same domestic sphere of influence. 


(2) The Dietitians and Nutritionists in industrial, school 
and institutional cafeterias and dining rooms; in hospi- 
tals, clubs, restaurants, hotels and other public eating 
places; influence mass purchases of foods and food in- 
gredients, and selection of the equipment used in their 


‘preservation and preparation. The army of professional 
volunteer workers in group and community feeding 


projects share this public sphere of influence. 


Thus the leverage of “Better Food’s” 30,000 readers 
affects the eating habits of millions. They use and rec- 
ommend the products they know best. 


For full information on coverage of Professional Food 
_ Educators and Dietitians in charge of Group Feeding, see 
Standard Rate and Data Service Class. 63A. 
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WHITNEY Atdeattcns ine 


Ut bast 44th Sredt, New York 17 NY 


O'NEIL'S third step 
in post-war planning 
is under way! 


Already a great Department 
Store, The M. O'Neil Com- 
pany of Akron is looking to 
the future. ; 


A complete store-wide air- 
conditioning system and 16 
flights of escalators have 
been installed and now a 
third convenience for patrons 
is under way. 


A new concrete and steel 
building comprising 300,000 
square feet . . . almost 7 
acres of new space is be- 
ing devoted to huge park- 
ing decks that will rival the 
best in the country. Conserv- 
atively 600 cars can be 
parked in the two decks of 
the newly created structure. 


There are two other units in 
the project. One is a ware- 
house to be included in the 
lower level, the second will 
be a two-story retail store 
building on the top deck. 


A good store never stands 
still . . . O'Neil's is always 
progressing, a sure sign that 
Akron is truly a rich Retail 
Market. 


7 
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JOHN S. KNIGHT 


PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 


NEW YORK PHILADELPHIA CHICAGO 
CLEVELAND LOS ANGELES ATLANTA 
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The Shoe doesn’t fit... 


but we have to wear it! 


We thought our newsprint 
troubles would be over when 
government restrictions were 
removed. 


How wrong we were! 


ww operating under government restric- 
tions during the past three years, it was 


necessary for us to decline an average of over 
1,500,000 lines of advertising annually, in order 
to stay within our newsprint quota. 

We looked forward to the day when these re- 
strictions would be removed, thinking our. news- 
print troubles would be over. What a shock it was 
when we learned our supply of newsprint would 
be far less in 1946, even though there are no 
government restrictions, than it was in 1941. Our 
new shoes are even tighter than the old ones. 

As little as we like it, rationing of space must 
continue. And because of a steady increase in 


circulation, it has been necessary for us to decline 


The Houston Market is sold 
when your story is told 
eee int The Chronicle 


considerably more retail, general and classified 
advertising, so far this year, than in any previous 
period. 

Our circulation has increased more than 
12,000 daily and 13,000 Sunday (over 9%) 
since this time last year. We know our adver- 
tising friends will understand that, in order to 
give the families in this-territory the newspaper 
they prefer, it is impossible for us to accept all 
of the advertising offered us. 

So please bear with us. We are hopeful that 
our newsprint shortage will ease up before the 
year is over. In the meantime we shall be 
very grateful for your considerate and patient 
understanding, if we are unable to accept your 


advertising. 


HOUSTON 


CHRONICLE 


THE BRANHAM COMPANY 


R. W. McCARTHY 


National Advertising Manager National Representatives 


"Begs In CIRCULATION and ADVERTISING for the 33rd CONSECUTIVE YEAR 
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_You OUGHT To KN 


lhe P ag " Of f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


13 SOURCES OF PROFITABLE 
MAILING LISTS 


A sales letter is just as good as the 
mailing list to be used! Therefore, check 
your mailing list to make sure that it 
is: (1) Up to date; (2) represents genu- 
ine prospects; (3) customers and pros- 
pects have been put into separate lists. 

To keep your mailing list free from 
deadwood and to take advantage of new 
prospects that are available, lists should 
be checked periodically, depending upon 
the nature of the list. For example, a 
list of retail stores would change more 
frequently than a list of banks. 

You can check mailing lists or build 
new prospect lists by using the following 
sources: 


|. TRADE DIRECTORIES. Practically every 
industry has a directory published annu- 
ally or oftener and can be purchased for 
a few dollars. 


2. CREDIT RATING BOOKS. Such reference 
books as Dun & Bradstreet’s, Lumber- 
man’s Credit Association, etc., are excel- 
lent sources for names. Street addresses 
are not given. As the post office requires 
street addresses in cities of 50,000 popu- 
lation or more, you will have to get this 
information from telephone books or 
other sources. 


3, MEMBERSHIP LISTS. Chambers of Com- 
merce, technical and professional socie- 
ties, fraternal, religious and labor organ- 
izations, trade associations, etc., have 
printed membership lists. 


4, COMPILED LISTS. County clerks, jus- 
tices of the peace or cther local repre- 
sentatives will frequently compile lists 
from tax records, registration lists, license 
and permit lists, building records. 


5. TELEPHONE DIRECTORIES. You can 
purchase telephone directories for any 


city in the country through your local 
telephone company. 


6. INTERNAL SOURCES. Your own sales- 
men who call on the trade can be of great 
assistance in correcting lists or adding 
new prospects. Ledger accounts, sales 
slips, and C.O.D. orders are profitable 
sources. 


7. FRIENDS' NAMES. By providing a form 
or space on your order blanks, many 
customers will furnish names of their 
friends and acquaintances who may be 
interested in your merchandise. These 
names are unusually responsive. 


8. PRESS CLIPPING BUREAUS. By giving 
the bureau definite specifications as to 
the class of names you want, such as 
clippings pertaining to engagements, mar- 
riages, births, death notices, business 
changes, new corporations, removals, 
fires, etc., you can obtain thousands of 
current prospects. 


9. EXCHANGING LISTS. Many mail order 
firms exchange the use of mailing lists 
with non-competitors. 


10. GOVERNMENT SOURCES. Write to the 
Superintendent of Documents, Washing- 
ton, D. C., for a list of the directories 
available. 


||, LETTER BROKERS. Millions of names 
are now available for rental through let- 
ter brokers. 


12. PUBLISHERS' LISTS. Many business 
publishers have excellent mailing lists 
available for rental. 


13. CONVENTIONS AND EXHIBITS. Admis- 
sion tickets, with stubs provided for 
names and addresses, guest books at 
booths, guessing contests and registration 
lists offer good sources for names. 

In a future issue we will give tips on 
exceptionally responsive mailing lists that 
are available. Watch for it! 


You Ought Ke 5 Ki0w e « e Grafton B. Perkins 


If “The Hucksters,” new novel by Fred- 
eric Wakeman, ex-agency man, portrays a 
“typical advertising tycoon,” then, by 
every measurable standard, Grafton B. 
Perkins, vice-president and advertising 
manager of Lever 
Brothers Company, is 
a mirage, he simply 
doesn’t exist. 

In 22 years of di- 
recting the promotional 
destinies of Lever 
Brothers, Mr. Perkins 
has probably invested 
as much money in ad- 
vertising as anyone in 
the business; yet not 
even a microscopic ex- 
amination would dis- 
close the slightest resemblance between 
him and the “soap advertising magnet” 
portrayed so raspingly by Mr. Wakeman. 
No one knows exactly how many adver- 
tising dollars have been marshaled and 
expanded under the direction of Mr. 
Perkins and his senior associates, but his 
company invested more than 15,000,000 
of them in major media last year, and 
similar sums for many years before. 

Yet this super-tycoon of advertising is 
no tycoon at all. He is less well known 
in advertising circles than scores of men 
you can name right off; he could probably 
appear in the midst of a big advertising 
gathering and be recognized by no more 
than a handful of people. 

Does this bother Mr. Perkins? Not at 
all. Or does it mean, as many in the 
business have vaguely suspected, that Mr. 
Perkins is the “big executive” type, de- 
liberately inaccessible and mysterious? 
Again, and in italics for emphasis, not at 
all. “Very few people,” he says, “have 
had more fun out of their business life 
than I have,” and no one watching his 
twinkling eyes, his always-ready-to-smile 
mouth, and his obvious enjoyment of life, 
can doubt the truth of his assertion. 

Like so many important and successful 
advertising men, Grafton Perkins is com- 
pletely untypical of the adman of movies 


G. B. Perkins 


or fiction. He looks like the man the 
screen writer would cast for the role of 
medium-size banker, or perhaps as dea- 
con in a highly respectable, middle-class 
church—or perhaps even more appropri- 
ately, as the “regular fellow” college 
president or dean of men. 

He is neither “hearty” nor “cold.” If 
a man can be described in a sentence, 
Grafton Perkins can be said to be 
friendly, easy to talk to, charming—per- 
haps your favorite uncle—a man you in- 
stinctively like and respect. And it is 
therefore no accident that he looks back 
over his career and finds his greatest 
pride in the men he helped develop. In 
over 20 years of directing a department 
which now numbers over 75, only two, 
he recalls, were brought in anywhere 
near the top—all the others were de- 
veloped from the bottom. At least three 
of Mr. Perkins’ “boys” are now agency 
vice-presidents, “and a hell of a lot of 
even better ones have decided to stay 
here,” he adds with a hearty laugh. 

Grafton Perkins has been an advertis- 
ing man all his business life, although he 
was educated as a chemical engineer at 
Massachusetts Tech. Like other serious 
students of the sciences, he made the mis- 
take of editing his college newspaper 
and yearbook, with the result that his 
test tubes gave way to test markets, and 
his studies of chemical reactions became 
studies of human reactions. 

From school he went to the Henry 
Siegel department store in Boston as 
assistant advertising manager, moving 
from there to the Cuticura Company, 
and thence to Resinol Chemical Company 
in Baltimore. He did his stint in World 
War I, subsequently did promotion work 
for McGraw-Hill, and then became ad- 
vertising manager of Wm. R. Warner 
Company. He joined Lever Brothers as 
associate advertising manager in 1924, 
was named advertising manager the next 
year, and not too long thereafter became 
a director and vice-president in charge 
of advertising. 

Seated in his comfortable but modest 
office in the sterile-clean interior of Lever 


Brothers’ magnificent home office build- 
ing on Memorial Dr. in Cambridge, Mass., 
Mr. Perkins analyzed his views of what 
is right and wrong about advertising by 
delivering what he cheerfully designated 
as “Speech No. 92.” “All the boys in the 
place have heard this speech any num- 
ber of times,” he said, “and it’s rather 
fun to try it out on a new audience.” 

In Mr. Perkins’ opinion—remember, he 
majored in chemistry—the most impor- 
tant thing in advertising is to eliminate 
as much guesswork as is humanly pos- 
sible. 

“Personally,” he says, “I never had 
much confidence in pulling rabbits out of 
a hat. I’m enough of an engineer to want 
to know all the facts I can gather before 
I make an important decision. For in- 
stance,” he said, waving his arm at the 
broad sweep of the Charles River visible 
through his windows, “the artist might 
look at this river and say, ‘Wouldn’t a 
bridge be beautiful here? It would make 
a perfect landscape, a thing of beauty 
and grace. It belongs right at this spot. 
Let’s build it here.’ But an engineer, 
while perhaps equally susceptible to the 
beauty of the scene, would want to make 
sure that if a bridge were built right here 
it would be useful as well as ornamental. 
He would want to know that it was prop- 
erly constructed, to stand the necessary 
stresses and strains, and he would make 
sure that there was a road at either end, 
so that the bridge could be beautiful in 
a utilitarian as well as an abstract sense. 

“Does that analogy sound a little silly? 
Well, it isn’t. Pulling advertising themes 
out of a hat, playing hunches and de- 
pending solely on ‘creative genius’ is 
every bit as silly. Yet that sort of thing 
is done all the time. And if you don’t 
believe it, take a look at studies of ad- 
vertising readership. Even a quick glance 
will prove to you that it is quite possible 
to increase the attention to much adver- 
tising 20, 50 or even 100% and so cut its 
cost correspondingly. 

“Why do things the hard way when you 
can find out the easy way? You can find 
out without much trouble, for instance, 
whether most women prefer red dresses 
to blue, and if they prefer red, why then 
you put red dresses on the women in your 
ads, and you step up your readership 
values. Simple, isn’t it?” 


With this kind of thinking as his guide, 
Mr. Perkins has leaned a bit toward 
graduates of engineering schools who 


have demonstrated that they are more 
than competent engineers by participat- 
ing in extra-curricular activities involving 
initiative and leadership. The analyti- 
cally-minded advertising man, who is con- 
stantly on the watch for facts rather than 
fancies, is Mr. Perkins’ ideal, and he has 
helped develop enough of them to feel 
that his conception is sound. 

“Accepted” techniques and notions are 
just so much hay to Lever Brothers and 
Grafton Perkins, and he points to the 
company’s pioneer use of confession mag- 
azines and the comic-strip format as evi- 
dence that preconceived notions have no 
place in the advertising business. He 
reports, for instance, that Lever was 
probably the first important general ad- 
vertiser in True Story, and that this’ 
magazine got on the list nearly a score 
of years ago as a direct result of a read- 
ing check which Lever made in Baltimore 
in connection with a special promotion. 
One remembers that reader checks were 
not too commonly made 20 years ago. 

Having helped to bring out some of the 
hardest-hitting, buckeye advertising 
(Lifebuoy, for example), as well as some 
of the lightest and most whimsical (like 
Swan), as well as everything in between, 
Grafton Perkins has no conviction about 
which type is better, beyond a feeling 
that this is an abstract question of no 
importance except in relation to a par- 
ticular set of circumstances. 

He does have some suspicion, however, 
that maybe the effort to achieve “punch” 
in advertising is being overdone. ‘I some- 
times wonder how much women are in- 
terested in ‘punch,’” he says, and adds: 
“There are too many men in the adver- 
tising business. After all, we’re selling to 
women, and women may be able to do 
that job better than men.” 

Outside of the office Mr. Perkins gets 
his fun out of golf and badminton, the 
highly effective organizational work 
which Mrs. Perkins is doing for the Red 
Cross, and his four children. His two 
sons were in the service; one still is, with 
the OSS in Peking, while the other has 
traded a job with the Navy for one with 
Pepsi-Cola. One of his daughters is 
married; the other is studying medical 
art at Massachusetts General Hospital 
and just won a first in competition with 
far more generally appealing paintings, 
at the Junior League arts and crafts ex- 
hibit, 
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West Coast Video 
Plans Described 
by NBC, ‘Times’ 


Los Angeles, June 4.—NBC will 
spend an estimated $110,000 per) 
month to bring top television to | 
Los Angeles, Noran E. Kersta, | 
manager of the network’s tele-| 
vision department, testified at the | 


FCC television application hear- | 


ing, which was concluded here last 
week. 

Sidney N. Strotz, vice-president 
in charge of NBC’s western di- 


vision, predicted that Hollywood | 


would become the world’s tele- 
vision capital, just as it is now the 
center of radio and motion picture 
entertainment. 

NBC’s plans, as presented to 
the FCC, call for a_ television 
transmitter atop Occidental Peak 
in the Mount Wilson range and 
television studios at Sunset and 
Vine in Hollywood, where the net- 
work’s sound broadcasting studios 
are located. The existing building 
will be used to house film and spe- 
cial effects studios, and a new 
studio will be built to telecast 
“live” shows. Construction of the 
transmitter and studios will in- 
volve an initial outlay of $1,135,- 
000, according to John F. Royal, 
NBC vice-president in charge of 
television. 


‘Times’ Outlines Plans 


Construction plans for a new 10- 
story office building to house a 
modern television and FM radio 
studio also were announced by 
Norman Chandler, president of the 
Times-Mirror Company, while tes- 
tifying before the FCC hearing. 


Political America seeks 
the greatest good for the 
greatest number. 


Industrial America must 
reach the greatest num- 
ber for the greatest good, 
including its own. 


In Washington, that 
means taking the fullest 
advantage of the circu- 
lation leadership of the 
Times-Herald. 


Editor and Publisher 


TIMES-HERALD 243,902 
The STAR . 207,859 
The POST . 168,345 
The NEWS . 105,231 


as of September 30, 1945 


Gime Herat 


WASHINGTON, D. C. 


National Representative 
GEO. A. McDEVITT CO. 


Charles F. Prickett, general 
manager of the Pasadena Com- 
munity Playhouse, testified con- 
cerning program arrangements 
which have been made by his or- 
ganization exclusively with the 
Times for the production of video 
shows. 

According to Mr. Chandler, the 
Times - Mirror Company has set 
aside $4,340,000 for the project, 
$3,000,000 of which will be spent 
for construction of the 10-story 
building, to be situated on an 
undisclosed site in Los Angeles. 


Preliminary estimates fix the 
operating cost of the new tele- 
vision station at approximately 
$40,000 a month—the station to be 
operated probably at a.loss for 
from four to five years until tele- 
vision becomes a paying affair. 


Others Are Heard 


Representatives of Television 
Productions, Inc., testified in be- 
half of their application for a tele- 
vision license, followed by Klaus 
Landsberg, television expert for 
Paramount Studios, who said his 


io UT ca oetton 2 oy as aa aia We 


company expects to spend between 
$500,000 and $750,000 for a tele- 
vision building and broadcasting 
station, with an estimated operat- 
ing cost of $7,000 a month. 

The hearing was held to “de- 
termine the qualifications of eight 
applicants for seven radio chan- 
nels which will soon be opened to 
licensed television stations. 

Other applicants for licenses are 
Earle C. Anthony, Inc.; Hughes 
Productions, division of Hughes 
Tool Company; Don Lee Broad- 
casting System; American Broad- 
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casting Company, and Dorothy S, 
Thackrey, an owner of the New 
York Evening Post and KLAC, Los 
Angeles. 

Harry Plotkin, assistant chief 
counsel for FCC, said the testi- 
mony will be presented to the 
commission in Washington, after 
which a report will be submitted 
to applicants, who may prepare 
exceptions for further hearings in 
Washington. 

Construction of buildings to 
house experimental color televi- 
sion equipment on the Mount Wil- 
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son site leased by CBS will be : s ins Ji papers, The i i 
ad : ] , product is also being 
started immediately, it also was Starts Magazine Drive Hughes Jo Jim Baker advertised on the “Dorothy and 


announced by D. W. Th Seagram Distillers Corporation, John L. Hughes, formerly with | pio,» : 
CBS bamees tm Fm New York, is launching a four-|McCann-Erickson, has joined Jim al atagaa a ee 
color magazine campaign this| Baker & Associates, Milwaukee 3 


the western division. : : : Peiietion. <2 NEW 
: ; month for Ancient Bottle gin, to| agency, as account executive and ‘ RES A 

Authority to erect the two build- run for the remainder of the year. director of research. Bellamy Joins B&B THE 

ings necessary for the project has| At the same time the company’s aban Stee Richard K. Bellamy, formerly ADER \N THE 

been received from the Civilian | series of 420-line ads in 22 news- LE 


é re . . with the publicity and public re- 
Production Administration. Cost of | Papers will be dropped. Roy S. Hair Trainer Introduced lations department of J. M 


FIELD 


. the building project is estimated | Durstine, Inc., is the agency. Henlan, Inc., Belleville, N. J.,| Mathes, Inc., New York, has joined HOSPITA 
| at $25,000. An application for an ———— has introduced Henlan MHair|the public relations department of 
experimental license to broadcast Carnation to Build Trainer, guaranteed stainless and|/Benton & Bowles, New York, as 


th : p - ‘ greaseless hair preparation “for|manager of the publicity depart- 

| if taaes tieakin as 7 Carnation Company, Milwaukee, | boys only.” Newspaper copy ap-|ment. He succeeds Bush Barnum, 

the FCC etore | plans to build a $214,000 research peared in the New York Post,|publicity director since 1940, who 
: laboratory in that city. New Jersey and Long Island|has resigned. 
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That’s evident when you determine 
which hospital publication is pre- 
ferred in hospitals within the 


“en ™ [A ty United States. That publication is 
vw V, w’ HOSPITAL MANAGEMENT, 
; which leads all other hospital pub- 
lications in this major classifica- 
t 


tion, based upon its own calcula- 
tions of the ABC _ publishers’ 
statements for the six months end- 
ing December 31, 1945. Here’s 
how the ABC papers stand: 
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Publication Total Hospital Circulation 


HLL 
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ZB Q om 
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Food, food and 
still more food. 


THERES A New 
LEADER IN THE 
HOSPITAL Fie 


While these figures do not appear 


s in this form on the ABC state- 
ments, they are arrived at by ap- 


plying the first percentage figure 
in paragraph 10 of the publishers’ 
statements, to the total United 


S s, States circulation shown in para- 
e, 1 ll pao nel a graph 11. HOSPITAL MANAGE. 
ments always on 4 alt MENT enthusiastically accepts the 
hand tf ee responsibility for the above figures. 
3 7 es al att ‘ 
3 +. 2 ete 
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ADDITIONAL EXCLUSIVE ADVERTISING 


THAT MAKES A MARKET VALUES NOT SHOWN ON ABC 


STATEMENTS: 


Editorial vitality and power. HOSPI- 
TAL MANAGEMENT continues to 


Perhaps some people regard home just as so much American Home Magazine the number one considera- lead discussions in the big questions of 


“shelter.” But the 2,350,000 families who buy The Amer- tion in your marketing program, now and for a growing the day that confront hospitals. 
nl ican Home regard it as the major interest in their lives. future. Readership — 75% of superintendents 
W f ° subscribing, route the magazine to 
i There is no other reason why they should buy this book. 6 ade Mimanent teidn. 
And because their interests center so largely about Neeciatine willie tes ot obeiite 
the home, their activities make them a market for more FACTS ON AMERICAN HOME READERS — es of modern and easily- 
° . . ; rea makeup. 
of everything. More food, more furniture, more refriger- @ 2,350,000 home-loving circulation, read by 3,043,000 
f di | d 1.4 Very complete sales and advertising 
ators, more furnaces, more radios, More vacuum cleaners, women and 1,497,000 men secetens 0» advertinete. 
; ta ; 
more automobiles, more everything: ® 67.5% own their own homes, located in and around Lowest rates per page per thousand 
Right now home is the biggest, hottest news of the big city, easily-accessible trading centers circulation among hospitals. 


day. All the intensity formerly backing the war is turned @ 669% tare istemes eves 09006 -c0d 3 ot él $ 
to this all-consuming interest. That's what makes The families have children under 18 
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56 
Smiley Forms Company 


R. E. Smiley has resigned as 
vice-president in charge of sales 
and advertising, Continental Elec- 
tric Company, Geneva, IIl., to 
form his own sales company in 
San Francisco, covering northern 
California territory. He will rep- 
resent United Electronics, New- 
ark, Worner Electronic Devices, 
Chicago, and other manufacturers. 


Two to Air Boys’ Game 


General Mills, Inc., through 
Knox Reeves, Advertising, Min- 
neapolis, and Wilson Sporting 
Goods Company, through Ewell & 
Thurber Associates, Chicago, will 
jointly sponsor an ABC network 
broadcast of the third annual 
Esquire All-American boys base- 
ball game at Chicago’s Wrigley 
Field Aug. 10. 


Walgreen Enters Mexico 


Purchase of Sanborn’s, Mexican 
store and restaurant company 
with units in both Mexico City 
and Monterrey, has been revealed 
by the Walgreen Company, Chi- 
cago. The new company will have 
a capitalization of about $2,000,000. 


Che rates for this department are as follows: 
amd “Representatives Available,” 50 cents a line, minimum charge $2. 
spaces per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. 
Monday noon preceding publication date. 


THE ADVERTISING MARKET PLACE 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
Figure bold face heads 25 letters and 
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HELP WANTED 


Forms close 


Display advertisements take card rates. 


POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising and Sales Promotion— 
established reputation as dependable 
business builder; age 46, with solid, 
diversified background. 
Box 8236, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN AVAILABLE 
Go-getter—10 years experience sell- 
ing trade paper space. 1945 sales 
over $50,000.00—college graduate— 
forceful Public speaker. 

Box 8238, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SPACE SALESMAN 

16 years trade paper experience in 
Mid-west Territory—Ohio, Michigan, 
Western Pennsylvania and Western 
New York. Two outstanding jobs 
to his credit in this territory. Has 
complete, established office, excel- 
lent connections, good contacts. De- 
sires change. Offers top references 
on ability, performance, background 
and character. 

Box 8229, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


3-P MAN AVAILABLE: Experienced 
promotion, Public Relations, and 
Publicity Man looking for position 
in active New York firm. 

Box 8251, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Vet, com. artist—10 yrs. exp. seeks 

employ. Layout — fine lettering, 

creative design. Chicago territory. 
Box 8253, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Production Man with broad exp. in 
all phases of advertising for Mfr. 
and Agency now available. Expert 
knowledge of media, schedules, lay- 
outs, type, art, engravings, electros, 
mats, quality printing by press, off- 
set, ete., at right prices and -.. 
pliers. Married. Call Newcastle 
7293, Chgo. 


VERSATILE CREATIVE MAN 
now available, 18 years exp. in var- 
ious phases of advertising. Can 
WRITE and DRAW, visualize and 
follow through. Expert on copy, lay- 
out, production, creative merchandis- 
ing ideas; seasoned executive. Pre- 
fers Chicago assignment. 

Box 8247, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CREATIVE COPY IDEA MAN 
Self starter with original, command- 
ing ideas that blend sound merchan- 
dising with unique copy twists. 
Something new to win accts. Can 
ably back up Acct. Ex. in contacts. 

Box 8249, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


, 


Johnny’s dreams have labels. They aren’t vague—Johnny 
doesn’t waste any valuable dream-plasm on Castles in Spain 
—he’s got a certain bicycle in mind, a definite breakfast 
cereal he wants, just one make of car he’s going to influence 
his Dad in buying. Somebody’s going to sell Johnny his 
dream. 3 out of 4 American youngsters are like Johnny — 
they have definite brand preferences. They know exactly 
what they want. When they can’t buy it themselves, they 
strongly affect their parents’ choice. And remember this: 
3 out of 4 of these same 30-million youngsters aged 8 to 20 
prefer to read comics magazines. They say that comics 
magazines are their favorite reading. That’s what has made 
Fawcett Comics such a powerful advertising medium. Your 
advertising should be there regularly — because Fawcett 
Comics can help you to make up the mind of young America 


about your product. 


FAWCETT COMICS GROUP 
4,493,178 ABC Circulation, 2nd 6 Months, 1945 


CAPTAIN MARVEL ° 
Wow COMICS - 


CAPTAIN MARVEL, JR. . 
FUNNY ANIMALS - 


Fawcett Publications Inc., 295 Madison Ave., New York 17, N. Y. 


WHIZ COMICS ° 
CAPTAIN MIDNIGHT - 


World’s Largest Publishers of Monthly Magazines 


DON WINSLOW OF THE NAVY 


Call or write and ask to see 
“Brand Preferences of Young 
Americans,” a study based 
on over 5,000 personal in- 
terviews, uninfluenced by 
parents, in 41 urban areas 
coast to coast, prepared for 
Fawcett Publications, Inc. by 
Stewart, Brown & Associates. 


MASTER COMICS o 


Advertising-Sales Promotion Man- 
ager, considering change. Thorough 
background newspaper, radio depart. 
store. Negotiations strictly conf. 
Box 8248, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TOP-NOTCH COPY-WOMAN 


Desires New Market for Copy 
Sparkling with Sales-Appeal 


Personable, young college graduate 
professionally trained in the coun- 
try’s leading fashion marts! A rapid, 
accurate, original thinker and writer 
and a specialist in men’s, women’s 
and children’s fashions. Experienced 
also in direct mail, fashion show 
commentary and radio script writ- 
ing. Outstanding Eastern Agency 
or store preferred. 

Box 8250, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SUCCESS STORY BACKGROUND 


Present position Gen. Mgr. Adv. 
Agency. NYC branch office. Exp. 
contact. Ideas, copy, sound mer- 
chandising. Age 33. Credentials. 


Box 8252, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements ofall types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


Like Music? Like People? Here’s a 
grand opportunity for a young man 
with ideas to manage a symphony 
orchestra. Well established organ- 
ization, fine medium size midwest- 
ern city, nationally renowned con- 
ductor, enthusiastic community sup- 
port. Promotional and publicity abil- 
ity is more important than musical 
knowledge. Salary $5,000.00. Write 
full details. 

Box 8216, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II. 


Small North Carolina Advertising 
Agency needs ready to grow com- 
bination copy and production man 
or woman under thirty, perferably 
of creative printer extraction, to 
translate client data into a planned 
ad or job, to write some copy and 
to instruct the artist, printer, en- 
graver or publisher. Salary $200.00 
per month to start. We can’t afford 
a beginner, but a ‘“‘comer” can afford 
to join us. Don’t be bashful. Send 
data presentation. 
Box 1808, Charlotte, N. C. 


Wanted—Man under 40, with sales 
promotion or sales experience di- 
rected to truck fleet operators. Ex- 
navel officer type preferred. Ade- 
quate salary and excellent oppor- 
tunity. Our staff knows of this ad- 
vertisement. All responses will be 
acknowledged. 

Box 8246, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED—SALES MANAGER 
One of America’s foremost Window 
Display, Fixture and Decorative 
Novelty Manufacturer’s seeks a top 
flight Sales Manager. The man we 
want should have a thorough ad- 
vertising background; be able to 
direct and work in conjunction with 
our own inside Advertising Staff 
creating catalogues, brochures, sales 
promotion ideas, etc. 


We distribute through a network of 
display jobbers, nationally, Mexico 
and Canada. Window Display back- 
ground would be helpful but not too 
essential. 


This man could be in the $10,000 a 
year bracket within one year, if he 
can prove his worth. 


We are located in a large eastern 
city. 


Please write fully giving age, edu- 
cation, experience, family status, 
earning record, availability, salary 
expected during first year. Photo if 
possible. 
Box 8245, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


REPRESENTATIVES AVAILABLE 


CAN WE REPRESENT YOU IN 
CHICAGO? WE ARE AN ESTAB- 
LISHED SELLING ORGANIZATION 
AND HAVE VALUABLE CONTACTS 
WITH ADVERTISING AGENCIES, 
RADIO STATIONS AND ADVER- 
TISERS. 

Box 8255, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


SPACE SALES—NEW YORK 
Industrial publication in fast-grow- 
ing field requires representative for 
New York area. Full or part time. 
Straight commission. 

Box 8186, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


Krom-a-Tone Post Cards 
Newest, most economical way 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


TECHNICAL WRITING-EDITING, 

fee basis, available manufacturers, 
advertising agencies, publications. 
Booklets, catalogs, manuals, data, 
reports, school instructional mate- 
rial. Diversified technical publish- 
ing experience, former science edu- 
ecator. Request circular 3, Techni- 
Science, 440 Foch, Mineola, Long 
Island. 


to 


Agencies. Here’s an excellent op- 
portunity to acquire several top- 
flight transcribed, commercial shows. 
Will produce on flat contract fee or 
consider outright sale. Auditions 
avail. 

Box 8254, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Promotion Manager 


Capable of earning $26,500 per year. 

Educational field. Exceptional men 

only are invited to request interview. 
BOX 6502, ADVERTISING AGE 
100 E. Ohio, Chicago 11, Illinois 


Advertising Manager 
Publisher of widely read production 
and industrial monthly has opening 
for alert executive with contacts. 
$7500 to $10,000 annually. 
BOX 6501, ADVERTISING AGE 
100 E. Ohio, Chicago 11, Illinois 


A Live-Wire, Lifetime Partner 


AGENCY 
RADIO STATION 
PUBLICATION 


AGENCY EXECUTIVE wants to buy interest 
in small agency, radio station or publica- 


tion. At 40, has had 18 years advtg. and 
sls. promotion experience — broad crea- 
tive, contact and new business — small 


town midwest and New York top flight 
experience. The best references furnished. 
Will consider operating company for re- 
tiring owner on profit-sharing basis. 
Write in confidence to 


BOX 6507, ADVERTISING AGE 
100 E. Ohio Street, Chicago 13, Illinois 


To Publishers Needing 
Aggressive West Coast 
Representation 


If you see OPPORTUNITY in the grow- 
ing West — if you need representation or 
more aggressive representation there for 
your high-grade publication, write this 
man today. 

He is a Middle West advertising 
agency man who has for years proved his 
ability to sell agency service to national 
and industrial accounts. Now successfully 
operating his own profitable advertising 
agency, he is about to resettle on the 
West Coast and operate as publisher's 
representative. A veteran, under forty, 
financially able with a rich, full back- 
ground in advertising and sales. Able 
not only to SELL, but to SERVICE ac- 
counts since he writes top-notch advertis- 
ing (editorial, too, if your editor needs 
some help in the field). 


Write to him NOW — he's ready to go! 


BOX 6506, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


Chance TO BREAK 
INTO ADVERTISING 
@ FOR AN EX-GI 
Who Wants To Learn 


* Make Layouts 
* Write Copy 


* Design Direct 
Mail Pieces 


* Compile Catalogs 


* Produce Sales 
Letters that CLICK! 


Applicant should be between 25-40. 
Preferably married. Helpful ingredi- 
ents: flair for writing; some art back- 
ground; ability to type; active interest 
in sports — particularly hunting and 
fishing. Position is with leading sport- 
ing goods distributor. You will work 
closely with advertising agency. Sell 
yourself with letter. Early interview. 


Write direct to 


EDWARD EDELSTEIN 
ADVERTISING AGENCY 
e CHICAGO 


27 EAST MONROE ST. 
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Coyle, Gannett 
to Address NAEA 
Meet in New York 


New York, June 6.—A program 
filled with “atomic sales power” 
is offered members and visitors 
who attend sessions of the June 
10-12 convention of the News- 
paper Advertising Executives As- 
sociation at the Commodore Hotel 
here. 

M. E. Coyle, vice-president of 
General Motors Corporation and 
general manager of its Chevrolet 
division, will highlight Monday’s 
program, with a scheduled address 
at the luncheon meeting. Illness 
forced Harry Boyd Brown, mer- 
chandising manager of Philco Cor- 
poration, to cancel his appearance 
Tuesday, but Frank E. Gannett, 
president, Gannett Newspapers, 
was prevailed upon to substitute 
as the luncheon speaker. 

More time is to be devoted to 
round table chats than formerly, 
with the full afternoon Monday 


scheduled for three group meet- 
ings, covering those newspapers 
under 35,000 circulation; those be- 


tween 35,000 and 100,000, and 
those over 100,000. 
Agency executives, copy and 


media men have been invited to 
attend the NAEA agency recep- 
tion and review of exhibits start- 
ing Monday at 4:30 p.m. 

Others scheduled to address the 
group Tuesday include Marion 
Harper Jr., vice-president and re- 
search director, McCann-Erickson; 
Franklin Bell, director of adver- 
tising and public relations, H. J. 
Heinz Company, Pittsburgh; Neil 
H. Borden, professor of advertis- 
ing, Harvard University, and 
James E. McCarthy, dean, College 
of Commerce, Notre Dame Uni- 
versity. “Joe Veteran and His 
Tomorrow” will be discussed at 
the Wednesday morning session by 
Rilea W. Doe, vice-president, 
Safeway Stores, Oakland, Cal. 


Moves Radio Section 


The Treasury Department’s 
radio section will be moved June 


15 from Washington to new of- 
fices in the RKO building in New 
York. The first intensive bond 
drive since the Victory Loan will 
get under way June 6 and con- 
tinue through July 4, using a 
“Back Your Future” theme. About 
852 radio stations are carrying the 
department’s “Treasury Salute” 
bond promotion series. 


Eureka Williams Buys 
White Cross Appliances 


Eureka Williams Corporation, 
Detroit, has acquired the National 
Stamping & Electrical Works, Chi- 
cago manufacturer of White Cross 
home and commercial electrical 
appliances, including a subsidiary, 
Acorn Brass Mfg. Company. The 
Chicago firm will continue as a 
subsidiary under its own name, 
with no change contemplated in 
method of distribution of White 
Cross products. 

New officers of National will be 
H. W. Burritt, president; George T. 
Stevens, vice-president; H. M. 
Switzer, vice-president, and Fred 
Stocker—former president—vice- 
president. Frank Matthies will 
continue as secretary and treas- 
urer. 


sound slidefilm 


equipment 


OW you can train employees the quick, efficient army-navy way with 


Illustravox! Portable and inexpensive, Illustravox uses records and 


slidefilm to tell your perfected training message in attention-arresting pic- 


tures and spoken words. 


Trainees learn up to 75% faster, remember up to 25% 
longer, as proved by accelerated military training pro- 


grams. Technical war-time training schedules were cut 
from as much as six months to as little as six weeks! 


Already field-tested by leading industrial concerns before the war, Illustravox 


training was found to be the most effective, the least expensive. Today, over 


75% of all sound slidefilm equipment in use is Illustravox. 


lilustravox is the One Best Way. Plan now to build more effective train- 


ing programs with Illustravox sound slidefilm equipment. The Magnavox 


Company, Illustravox Division, Dept. AA-6, Fort Wayne 4, Indiana. 


ILLUSTR 


AVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE M ea ca 18 GE VW OX company - Fr. wavne 


MAKERS OF 


FINE RADIO-PHONOGRAPHS 
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Ever 
Sell 
a | 
Freight; 
Train? | 


Seems this fellow picked up—of all things—26 boxcars. 
“‘Now I got ’em,’’ he asked himself, ‘‘how do I sell ’em?’’ 
Well, how would YOU sell a freight train? 


He found the right answer. He placed a few well chosen words in 
the Chicago Journal of Commerce exclusively—just one 
ad, published one time. 


And sold the 26 boxcars—a whole darned freight train—just like that! 


ar 
Bip 


Boxcars, business machines, petroleum and 
plastics ... transportation, chemicals, minerals and machine 
tools ... industrial plants, industrial sites, industrial equipment 
... and $400 overcoats! These are but a few of the untold 
products and services the Chicago Journal of Commerce sells and 
has sold in the Central West’s great management market. 


That’s because some 90,000 key Central 
Western executives read, use and prefer this daily business 
newspaper. They’re the men who control industrial purchasing 
power in the nation’s greatest industrial area... buyers who can 
do something about it when your advertisement strikes home. 


And you can strike home — for a modest 
part of your budget — with the greatest journalistic force in 
Central Western business... 


ies? =A 


Chicago Hournal of Commerce 


THE SOURCE OF DAILY BUSINESS NEWS fe 
IN THE NATION'S GREATEST INDUSTRIAL AREA 


AVAILABLE 


ADVERTISING PRODUCTION MAN 


@ If you are a manufacturer whose advertising depart- 
ment purchases a volume of printing and other ma- 
terial in connection with the graphic arts you may 
be interested in my background and experience. 


@ During the war I was commissioned as Captain in 
- charge of various government printing plants. Was 
rated as Graphic Arts Engineer. 


e After my discharge I was retained in government 
service to organize and carry on my work in printing, 
related processes, their development and further 
research. 

@ These appointments were completely due to my 
knowledge and experience as a civilian in the pre- 
war period. This consisted of practical work at the 
crafts in letterpress and offset printing plants as 
well as plate making in photo-engraving and 
lithography. 

@ In addition, I became well acquainted with esti- 
mating, work scheduling, and other procedures of 
office administration. 

@ For reasons of my own, I am leaving government 
service for private enterprise. I feel there must be 
some company which would like to hand over the 
weighty responsibilities of directing and purchasing 
such material to one whose entire business life has 
been devoted to learning the answers. 


@ 30 years of age. Married. 
BOX 6498 - ADVERTISING AGE 


100 EAST OHIO STREET, CHICAGO, ILLINOIS 
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Civic Promotion 
Increase Expected 


Chicago, June 4.—Municipal ad- 
vertising is gaining increased pop- 
ularity, according to the Public 
Administration Clearing House 
here, which reports that at least 
23 states have enacted laws spe- 
cifically enabling cities to use in- 
dustrial promotion and direct ad- 
vertising of municipal advantages. 

Some states, such as Rhode Is- 


land and Michigan, authorize cities 
to spend a definite percentage of 
each dollar of taxable property 
valuation, while others, such as 
Kentucky, allow states to issue 
revenue bonds to finance building 
to be leased to private industries. 

San Antonio, Tex., according to 
the American Municipal Associa- 
tion, Chicago, spends about $100,- 
000 annually in city funds for pro- 
motion. Salina, Kan., recently 
created a department of industrial 
development headed by a $3,600- 


St. Paul Covers Half 
the 9th Largest Market! 


@ Looking for sales? 


You will find that the size 


and importance of the St. Paul market looms up 
as big as this buxom woman. 


Nearly 800,000 population with more than 


$1,000,000,000 effective annual buying income 
makes St. Paul-Minneapolis the 9th largest mar- 


ket in the United States.* 


The St. Paul half is covered only by the St. Paul 


Dispatch-Pioneer Press with 163,387 combined 
city zone circulation. No other daily newspaper 
has even as much as 10%, coverage of St. Paul 


families. 


* From U.S.1940 census 


ST. PAUL DISPATCH - PIONEER PRESS — 


AINT 


PAUL. MINNESOTA 


RIDDER-JOHNS, INC.—National/ Representatives 


NEW YORK 
342 Madison Ave. 


CHICAGO 
Wrigley Bidg. 


ST. PAUL 
Dispatch Bida. 


DIGEST 


“THE VOICE OF THE SERVICE MAN”? 


Offers You 
The Largest Paid 
Circulation in the 
Automotive Industry 


NEW YORK 
1501 Broadway 
Tom F. Langan 


DETROIT 
6432 Cass Ave. 
J. C. Ely 


CINCINNATI . . . 22 East 12th St. 
119 PUBLICATION OFFICES 


CHICAGO 
141 W. Jackson Bivd. 
Frank X. Finn 


LOS ANGELES 
403 W. Eighth St. 
R. H. Deibler 


per-year director. 

Other cities using municipal pro- 
motion include Cambridge, Mass., 
Kearney and Paterson, N. J., 
Rochester, and Utica, N. Y., and 
Iron City, Mich. 


General Mills Extends 
‘Lone Ranger’ Westward 


Beginning June 24, General 
Mills, Minneapolis, through 
Dancer - Fitzgerald - Sample, Chi- 
cago, will begin 52-week sponsor- 
ship of the “Lone Ranger” over 
ABC’s Pacific Coast network Mon- 
days and Wednesdays, 7 to 7:30 
p.m., PST, and Saturdays, 8:30 to 
9 p.m., PST. 

Originating in Detroit, the pro- 
gram is sponsored on other ABC 
stations Monday, Wednesday and 
Friday, 7:30 to 8 p.m., EDT, by 
General Mills. 


Garber Joins Lefton 

John A.. Garber, advertising 
manager of Strawbridge & Cloth- 
ier, Philadelphia, prior to three 
years in the Navy, has joined Al 
Paul Lefton Company, Phila- 
delphia. He will -handle special 
copy and merchandising activities. 


Pants Won't Stay 
Home on Range, 
Lee Ads Declare 


Kansas City, Mo., June 5.—Lee 
Riders, cowboy pants made by 


the Cowhoy Pants F 
that wouldnt stay =f 
_ home on the range! | 


— 


Lee is First to spread the Kaaune 
of the hiest from coast to coast ! 
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Grey Home in the West” to meet 
growing circles of “dudes” right 
on their own stamping grounds. 

“Lee Riders—The cowboy pants 
that wouldn’t stay home on the 
Range” is the current theme of 
color copy appearing in Life to 
let range-loving city  slickers 
know that when they wear Lee 
Riders, they’re wearing authentic 
cowboy pants, not to be confused 
with the workaday dungarees. 

With the wartime lid off vaca- 
tion travel and promotion, Lee 
hopes to gain more than ever in 
the multi-million dollar dude 
ranch market. The company is 
pointing out, too, that the Riders 
are also made for women and 
children who now can be dressed 
as authentically as any western 
cowpoke. 

Gardner Advertising Company, 
St. Louis, is the agency. 


Miss Hickey to Prater 
Josephine Hickey, formerly with 

Gardner Advertising Company, 

St. Louis, has joined Prater Ad- 


H. D. Lee Company, apparently | vertising Agency, St. Louis, as 
are moving out of their “Little! production manager. 


years ago. 


CHICAGO . DETROIT . 


all masterpieces arent old 


Since the beginning of what the world calls “culture,” it has jealously 
guarded the works of the masters—old and cherished accomplishments 
that will live for centuries. 


But today, masterpieces are being created by the score, in every field of 
endeavor, with glass, wood, plastics or metal. Here at Reilly, hourly we ~ 
turn out many jewels in metal—electrotypes that will truthfully and 
faithfully reproduce the most delicate type—the work of the artist or 
engraver. We make millions of these modern masterpieces and their qual- 
ity is of a nature that was beyond the ken of the graphic arts a few 


Yes, we know that these Reilly masterpieces won’t live for centuries, 
but we know that they will live long enough to reproduce in perfect 
detail any job you delegate to the art of letter-press printing. 


Based on fundamental scientific principles, the Reilly method of electro- 
type manufacture assures a perfect plate every time. If you try Reilly 
just once, it will mark the beginning of a long friendship. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 


INDIANAPOLIS . 


SAN FRANCISCO ° 


LOS ANGELES 
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ous 
bane Soin 
Armed Forces 


E. Lee Fondren (Army) has re- 
joined Station KLZ, Denver, as 
promotion manager. Also returned 
to KLZ is Clayton Brace (Army). 
Dudley Tichenor (AAF) has been 
appointed head of national adver- 
tising. 

Joseph R. Bryant (Navy) and 
Glen O. Olsen (Navy) have joined 
the production and service de- 
partment of Roche, Williams & 
Cleary, Chicago. 

Ed Kemble (Marine) has been 
named sales service manager of 
Don Lee Broadcasting System, 


Hollywood. The network also an-| II 


nounced appointment of Jack 
Heintz (Navy) as an account ex- 
ecutive. 

Eugene Wright and William 

Estill have rejoined the sales staff 
of the Journal, Portland, Ore. 
Clarence Holzman has joined the 
national advertising department. 
_ M. Randolph 
Long (Navy) 
has joined the 
Philadelphia of- 
fice of Reinhold 
Publishing Cor- 
poration, New 
York, as district 
manager of Ma- 
terials & Meth- 
ods, 

William J. 
Kane (AAF) 
has been named 
advertising rep- 
resentative by National County 
Agent & Extension Review, Phila- 
delphia. 

Jack Hewson (AAF) has joined 
the advertising and sales promo- 
tion department of Servel, Inc., 
Evansville. 

Murray M. Herman (Army) has 
joined Malcolm Advertising 
Agency, New York, as production 
manager. Lee Mandel (Army) has 
returned as associate art director. 

Kenneth H. Dower has rejoined 
Albert Woodley Company’s New 
Haven office as copywriter. 

James E. Donnelly Jr. (Army) 
has joined the sales department 
of Station WHN, New York. 

The Milwaukee Journal has an- 
nounced the return of Richard 
Trowbridge, George P. Lewis, Ray- 
mond C. Ferch, Alice M. Kilawee, 
Harry G. Meyer, William L. War- 
muth, George F. Pieper and Eroll 
W. Wilks to the advertising depart- 
ment. 


Campbell-Sanford Names Six 


Campbell - Sanford, Cleveland, 
O., announced the return of Don- 
ald McGuiness (Navy), manager 
of the agency’s Chicago office, and 
Leonard J. Kraft (Army) to the 
New York office. Other additions 
are Henry C. Pendzick to the New 
York office and Carlton Cook, Ray 
A. Connolly and Harold E. Davies 
to the Cleveland office. 

Edwin L. Hobson (Army) has 
joined the sales staff of the plas- 
tics division, Monsanto Chemical 
Company, Springfield, Mass. 

Daniel B. Doherty (Navy) has 
rejoined the technical sales staff, 
Godfrey L. Cabot, Inc., Boston. 

Frederick C. Owens (Army) and 
Hunter Wise (Army) have joined 
Foster & Kleiser, outdoor adver- 


oy b 


M. R. Long 


* Oil fields and refineries 
‘round the world need new 


ai 


equipment now! The total 


ee Sl oe 


Wen 
eae 
,a 


amount being ordered is 


ye tae 
ba: 


colossal! You can reach the 


we Wi on 
Ta 80a 


top purchasing personnel 
best through World Petro- 


GEM, 


4A 
Tk 


=e 
-—— 


LE 


leum. It’s read by oil execu- 


tives everywhere! 


Under the management of 
REX W. WADMAN 


WORLD PETROLEUM 
= 2 WEST 45TH STREET 
NEW YORK 19, N.Y 


ww 


tising. Mr. Owens is director of 
sales promotion, San Francisco 
office, and Mr. Wise has joined 
the sales department, Oakland, 
Cal. 

George Heleniak (Navy) has 
been appointed St. Paul represen- 
tative of Station WTCN, Minne- 
apolis and St. Paul. 

Ken Muir (Canadian Army) has 
returned to McKim Advertising 
Ltd., Montreal and Toronto. 


Roth Named Ad Chief 


Albert H. Roth (AAF) has been 
appointed advertising and sales 
promotion manager of Towmotor 
Corporation, Cleveland, maker 
of industrial lift trucks and trac- 
tors. 

W. Robert James (Army) has 
been named copy chief of Hartwig 
Advertising Agency, Springfield, 

i. 


Raymond E. Reitman (USNR) 


has joined Standard Wine & 
Liquor Company, New York, as 
secretary-treasurer. 

Martin Chavez (AAF) has joined 
Export Advertising Agency, New 
York, as assistant to the media 
director. 

Roger Barton (Army) has been 
appointed managing editor of Ad- 
vertising & Selling. 

George J. Arkedis (Navy) has 
rejoined Joseph Hershey Mc- 
Gillvra, Inc., radio station repre- 
sentative, as account executive in 
the New York office. 

Mary Bentley (OWI), recently 
appointed secretary and treasurer 
of Baker & Hosking, Inc., newly 
formed New York agency, will 
also have temporary charge of 
media. 

Jack Koste (Army) has been ap- 
pointed New York sales manager 
of Forjoe & Co., New York, radio 
station representative. 
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Drug & Cosmetic 


INDUSTRY 


Covers a bright spot in 
the post-war industrial 
market. 


Also Publisher of Beauty Fashion 


OOK at the nationally known names on the 


farmer’s tractor... his tools... his wife’s 


household appliances . . . the packaged foods in 


her cupboard. The American farmer’s convictions 


on quality spring from hard experience. 


He knows that good seed in fertile soil produces 


bigger yields; that pure-bred cattle give more 
and better milk, make the best beef. He shuns the 


shoddy, because he is not only a good farmer but 


a good business-man. 


Today, as he and his wife plan the biggest pur- 


chases they ever made, price is but one of the 
deciding factors. Look for these biggest purchases 
on farms where income is also biggest. From 
Country Gentleman farms, the top-half farms 


making nearly three-quarters ofall farm purchases. 


In his reading matter, too, Colossus buys quality. 
Leaf through any issue of Country Gentleman 
and see the quality fare set before him month 
after month .. . articles, editorials, and the 
advertisements of America’s leaders. He and his 
family look upon Country Gentleman as friend, 


counselor, and guide. 


Ces (scatloman 


NATIONAL SPOKESMAN FOR AGRICULTURE 
A CURTIS PUBLICATION 
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‘Gaston’ Is Back 


Eastern Wine Corporation, New 
York, which claims its Chateau 
Martin “Gaston” is “the Daddy of 
all the singing commercials,” is 
running a new spot radio cam- 
paign of this character on 10 New 
York stations. Later, according to 
Maurice Greenberg, sales man- 
ager, the spot will be placed on “20 
or 30” stations throughout the 
country. Aetna Advertising Agency 
places part of this advertising. 


‘Tour the West’ 


Is Standard Oil's 
Postwar Theme 


(Picture on Page 67) 

San Francisco, June 5.—For the 
first time since 1941, the travel 
theme is again dominating the 
advertising of Standard of Cali- 
fornia, long a leader in western 


The most popular Dailies in 


this part of Indias #3 


No advertising campaign in India can fulfill 
its purpose unless the great Upper and 
Northern areas are covered as adequately as 
their importance deservés. And in these 
areas, which comprise the ‘capital city Delhi, 
the Punjab, North-West Frontier Province, 
the United Provinces of Agra and Oudh, as 
well as the whole of Rajputana and parts of 


Central India and the Central Provinces, 


The Hindustan Times (in English) and its Note: 
counterpart Hindustan (in Hindi) are 
widely read by the middle and upper classes. 
Their strong Nationalist policy, up-to-the- 
minute news service and high standard of 
production make a ready appeal to a public 
with a substantial and increasing potential 
for the purchase of advertised goods. 


Hindi is the most 
widely spoken language in 
Upper, Central and North- 
ern India. Hindustan is pub- 
lished in Hindi, and is by 
far the most popular Hindi 
daily in India. 


Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 
2/3, SALISBURY COURT, FLEET STREET, LONDON. E. C. 4. 


Cables—Hintimes London 


travel promotion. Currently run- 
ning in newspapers are 1,000-line 
ads featuring interesting touring 
regions in nine western states. 
Each ad in the series is designed 
to focus attention on one popular 
vacation area. Art work catches 
the dramatic beauty of many of 
the national parks, the California 
missions, Lake Tahoe, Yosemite 
Valley and other beauty spots of 
interest to western motorists. The 
theme, “Rediscover the West with 
Chevron Supreme Gasoline,” will 
top the copy during the entire 
campaign, with insertions to ap- 
pear every two weeks throughout 
the remainder of the year. 
Smaller versions of these news- 
paper ads will appear in Sunset 
Magazine each month through 
1946, and the same theme will 
dominate Standard of California’s 
outdoor and radio advertising. A 
series of 24-sheet posters showing 
vacation scenes is already spotted 
on boards in key cities throughout 
the West. Posters repeat the “Re- 
discover the West” theme and give 
strong emphasis to Standard’s new 


Chevron trademark. Spot an- 
nouncements on 91 stations tie in 
with the travel theme. Taxicabs 
display 1,919 signs in metropoli- 
tan areas. Resale outlets’ 6,000 
“A” boards round out the cam- 
paign. 

At the same time, Standard of 
California is distributing prints 
of 25 direct color photographs of 
western scenes through Chevron 
filling stations, garages and Stand- 
ard stations. Plans call for the 
distribution of 20,000,000 prints, 
800,000 of each scene, covering 13 
western states, Alaska and Hawaii. 
Retail outlets are offering special 
albums and photomailers to motor- 
ists collecting the various scenes. 

BBDO is the agency. 


Promotes Shaverest 


Schick, Inc., Stamford, Conn., 
will use color pages in Collier’s, 
Life and The Saturday Evening 
Post this summer, and a stepped- 
up magazine schedule in the fall, 
to promote the new Schick Shave- 
rest, a wall holder for Schick 
Shavers which automatically turns 
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the current on and off. Kudner 
Agency, New York, handles the 
account. 


Cellucotton Completes 
New Sales Organization 


International Cellucotton Prod- 
ucts Company, Chicago, maker of 
Kleenex, Kotex and other prod- 
ucts, has appointed as sales man- 
agers M. V. Robinson, sales office 
routine; E. W. Fairweather, field 
sales operations, and R. M. Ben- 
nett, sales development and pro- 
motion. 

George D. Haines, Minneapolis 
representative, succeeds Mr. Fair- 
weather as central division sales 
manager. C. S. Dunn will develop 
organization promotion programs 
in the newly created post of mer- 
chandising executive. Division of 
supervisory responsibilities into 
three groups completes a general 
sales organization begun nearly 
two years ago. 


Acme Steel to Burnett 

Acme Steel Company, Chicago, 
has named Leo Burnett Company, 
Chicago, as its agency. 


Step Up 
and Meet 


our New 


DIRECTOR of PROGRAMS and PRODUCTION 
ampbell °. Ritchia 


Special Print 
Brings Great Advantages 
to Kodachrome 


A Chromart Artcopy Print, being on paper, gives you these 
important working advantages that are utterly lacking in a film 
transparency: P 


: CLIENT SATISFACTION. Your customer can okay a print he can look 
at more intelligently than a film he must peek through. 


COMPLETE FLEXIBILITY. Retouch, airbrush or letter-aciuss a Chromart 
as desired. 


ECONOMY. Paste one or more Chromarts into final artwork and 
have but one set of plates made of the entire page. 


FINER REPRODUCTION. Your platemaker works with more certainty 
from fine “flat copy” he can match, color-for-color. 


Big time advertisers from coast-to-coast use our service regularly. 
Chromarts from your Kodachromes are priced from $48 to $115, 
depending upon the size ordered, and pay for themselves. Write! 


Frank Miller Laboratories 
FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


@ When the above job opened up several weeks ago, Vice President and 
General Manager J. E. Campeau could have selected any one of several 
qualified men to handle this important post. But he naturally turned to 
“Cam” Ritchie ...and for good reason. ‘“Cam’s” background of experience 
was tailor-made for the job. 


Since 1934, when at nineteen he entered radio as a baritone soloist, there- 
after joining CKLW in 1936, he has been an Announcer, Continuity Direc- 
tor, Traffic Manager, and Producer. In 1942 he was commissioned an 
Infantry Officer in the Canadian Army, serving overseas until June, 1944, 
after that, producing shows for the AEFP (Allied Expeditionary Forces 
Program) ...as Major in charge of this service until its termination in 
February, 1946. Honorably discharged May 1, he’s ready for peacetime 
action once more. We assure you that he’s adept and experienced for a 
job that’s mighty important . . . especially since we at CKLW are famous 
for having a far more than average alertness to world and home events... 
plus an intelligent, friendly way of presenting the times in which we live. 
It’s a formula that makes sales for our sponsors, and builds good will for 
their companies and themselves. 


In The Detroit Area, It's 


5,000 WATTS MUTUAL 
AT 800 KC. BROADCASTING 
DAY AND NIGHT SYSTEM 


Adam J. Young Jr., Inc., Nat'l Rep. * Canadian Rep.: H. N. Stovin, Toronto 


at 4 ie i a te a gi > E : iB : mY . eee So te 3 4 ia Cer - nee eae saan ae ss - 4 ii dite See a e. j A a Ms ol pea is ae ae 4 " ora 7 : 
po ES A 
| | ae | | | Po f 
| 
i; 
: | meant i 
| | 
a | co 
Es ag 
ie i or 
- th 
_ | pez 
is st 
i at 
‘ Ts. a ee te 
4 ina ARS RE te 
s a =e eae. 
9 spe — Tee oe eis yatta SS Re 
- 3 BA ES SO aera riear aed RT cr 
a Pay Ges Aa ie = 
: VE ae eer TN - 7 eae rr 
Me . Zs MF Ra Sa 4 ; se ~, Pe Feet : 
e. SS - ee: = \ Beets obs 7 Bre c <nemeammensamian - 
a = = ass = oe See ee iE | 
: =n ws, Se =e Ce | 
i. = * . Wee ee INE eres we \ : | 
as 74% Gan SSS “YP. pe te i 
if hie’ ots << = SOE _ in 
va Ee S- aA me (4-0 a ee ' : 
: . - : fi on . ear = . “aa | a 
x  & 5 4 : = CZ eee = . \¥ j N; 
ee 4 -: a <- SS i \ 
A = - zs : % ; ar 
ae — . * ‘ 
" qe ale eae sh 
“ ‘ . . : ! = 
i oe 
: $ a 
: \wt x te 
et ys) (ws We 1Ci 
one - ; 
a ( yn tag wat to 
ve Baas ee pes 
ea a ee ae es s a. _ 
eS au ia ——— ‘ 
a any RTA Fr a> oe ies : - 7 gr 
me Ei ae e 4 eS | pa 
| IN AL ae eS q ee \s . “ 
so 2 "NH". EN - ; 4 | i wi 
; Pe 4 1b gash Pe i, gee : 4 , see 
SP a) Pe | os Ae ie 2 2 
re Te | ae , Soe bee _ me: ao ye | 
: Tite | ol $a ae << oF pe - m 
: “sae Wr Kas: : —. 1 E\ 
“AQ fice: - — T\ 
me ta 4 i. Ji mi 
et = Cae ig 2 ae aa no 
“ ee ere aa m: 
@ ee aes ‘ gu . 
i : Ri ‘ Ce sO ae t tic 
7 a lw, | sif 
me re 
eh Pé 
_ ba 
Le 
| ES nd 
W 
ast Ni 
ras ) in. 
x ee | Ge 
a Hi 
* Hp AR RI ENE RCSA REE TST RETRO ACTS i 
en Te 
be 
i | Cc 
eo m 
“ie fiv 
| ha 
ae ne 
oe : in 
wi ca 
oe tis 
‘co be 
pe tis 
csi Is. 
oF } be 
de 
Sc 
re : Sar us hee we: ee é or . 3 ; cr tego ee > =. ae Fs ae MA ore ne Siea , j . : oe i? ; i i 


oc ¢ =p F F PRE 


Se Orr I nuUmi mM 


Advertising Age, June 10, 1946 


Ad Council Adopts 
Three New Public 
Service Drives 


(Continued from Page 1) 
countries. It is primarily a weapon 
against cities, rather than troops 
or ships. Therefore, according to 
the scientists, the council cam- 
paign can help promote under- 
standing of these basic facts about 
atomic energy and show that in- 
ternational control is the only al- 
ternative. 

The campaign will not advocate 
any specific measures of interna- 
tional control, unless those meas- 
ures are adopted as official U. S. 
policy. 


Survey Shows Need 


The objectives of interfaith and 
intergroup understanding and co- 
operation were requested by the 
National Conference of Christians 
and Jews, which made a survey 
showing that 13% of the country’s 
population would join in a hate 
campaign against Jews, 11% 
against Negroes, and 7% against 
Catholics. The problem for Amer- 
ica, as the conference sees it, is 
to build a united people by edu- 
cation in intergroup relations and 
combatting group hatred. 

The Program Information Ex- 
change, an organization of ap- 
proximately 80 public education 
groups, recommended the cam- 
paign to publicize the importance 


of world trade to American and 
world prosperity. | 

Members of the advisory com- | 
mittee present at the meeting were 
Evans Clark, executive director, | 
Twentieth Century Fund, chair- | 
man; Dean Sarah Blanding, New 
York State College of Home Eco- 
nomics, Cornell University; Ker- 
mit Eby, director of research, 
Congress of Industrial Organiza- 
tions; Clarence Francis, chairman, 
General Foods Corporation; Dr. 
Franklin Frazier, Howard Univer- 
sity; Dr. John Morrison, Rocke- 
feller Foundation; Helen Hall, di- 
rector, Henry Street Settlement; 
Paul G. Hoffman, president, Stude- 
baker Corporation; Herbert H. 
Lehman, former New York gover- 
nor; Eugene Meyer, publisher, 
Washington Post; Dr. Reinhold 
Niebuhr, Union Theological Sem- 


inary; Boris Shishkin, American 
Federation of Labor, and Dr. 
George N. Shuster, president, 


Hunter College. 


To O’Grady-Andersen 


O’Grady-Andersen, Chicago, has 
been appointed by Camfield Mfg. 
Company, Grand Haven, Mich., 
maker of automatic toasters and 
fluorescent light diffusers, to 
handle extensive promotion on a 
new line of molded plywood serv- 
ing trays. McCann-Erickson, Chi- 
cago, continues to handle adver- 
tising of the toasters and diffusers. | 


3 Accounts to Agency | 


Lee-Stockman, New York, has. 
been appointed to handle adver- | 
tising for McDonald Farms, Long | 
Island; Merry Knoll Farm, Attle- | 
boro, Mass., and Mervin I. Bow-| 
den, Rhode Island Red chicks, 
South Easton, Mass. 


LOOK IT UP in 
the MARKET DATA BOOK! 


/NDUSTRIAL 
MMRRKETING 


CONSUMER MARKETS EDITION 


BUSINESS PUBLICATIONS EDITION 


Indiana Dailies 
Start Community 
Relations Clinics 


New Castle, Ind., June 4.— 
Nearly 150 central Indiana news- 
paper publishers and manufactur- 
ers met here yesterday to attend 
the first of a series of four “com- 
munity relations’ clinics to be 
held in Indiana this month. 

The clinics, similar to the series 
sponsored by the Michigan League 
of Home Dailies during the past 
three months at Coldwater, Man- 
istee, Midland and Escanaba (AA, 
March 11), are sponsored by the 
Indiana League of Home Dailies. 
Both groups are represented by 
Scheerer & Co., Chicago and New 
York, which seeks to help the 
dailies and advertisers improve 
their own relationships and those 
with their respective communities. 
D. D. McMahon, Dixon, IIl., com- 
munity relations counsel, 


ducted the meeting. 

Roland Neff, public relations di- 
rector of R. G. LeTourneau, Inc., 
Peoria, Ill., outlined the techniques 
which this manufacturer has used 
successfully in maintaining proper 
plant-city relationships. The Le- 
Tourneau plan is set forth in a 
brochure, “Ten Years Without a 
Strike,” which demonstrates how 
the company keeps these relation- 
ships “principally through con- 
tinued, truthful, public relations— 
or social—advertising.”’ 


C. R. Standen Appointed 


C. R. Standen, recently returned 
from Army service, has been ap- 
pointed advertising manager of 
Ladish Drop Forge Company, 
Cudahy, Wis. 


Meek Studios to Hutzler 


Hutzler Advertising Agency, 
Dayton, has been appointed to 
handle the advertising of Meek 
Studios, Richmond, Ind., manu- 


con- | facturer of camera stands. 


McGraw-Hill Has 
‘Pre-Cal' Tables 


New York, June 5.—McGraw- 
Hill Publishing Company reports 
a favorable response from adver- 
tising agencies as a result of 
sample mailings describing its 
“Pre-Cal’” tables which determine 
“at a glance” the agency commis- 
sion on space bills rendered either 
net or gross, as well as 2% dis- 
count computations. 

Developed originally by Mc- 
Graw-Hill for its own accounting 
department, Pre-Cal tables are 
printed in black and red, on tabbed 
cardboard. “Instant computations” 
are said to be possible on space 
bills ranging up to $100,000. Triple 
sets of figures covering amounts 
from $1,000 to $99,999, $1 to $999 
and lc to 99c make it possible to 
arrive at necessary calculations for 
any net or gross rate, both in dol- 
lars and cents. The tables come 
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| in pyramid-style binder covers 
/similar to a stenographer’s note- 
| book. 

| The company contemplates a 
| charge of about $5 per copy which, 
| it is said, would just about cover 
| production costs. All tables have 
ie yeyes certified and audited by J. K. 
| Lasser & Co. 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


Meets the Trains and Planes 
Arrangements made for pickup and de- 
livery of rush shipments direct from your 
office to all railroads and airports. All- 
weather service. 


CANNONBALL 


ow 
BART Messenger & Truck Service 
412 N. Wells St., Chicago 


PHONE DEL. 1234 
LAR ORIR RIR 


men. Here’s why: 


circulation. Readers per $1 


it “pay-off”. 


*ABC 2,575,164 


The best way to have your ads “pay-off” is 
to choose the media that pulls. 

The best proof that the Thrilling Group of 
fiction magazines pays off is the long list of 
national advertisers who consistently use them 
to reach a market of more than 2,500,000* 


At only $1,500 per page, the Thrilling 
Group has the lowest cost of any mass maga- 
zine — only 60¢ per page per thousand 


coe UNF. 


Add to this fact that Thrilling Group maga- 
zines are all newsstand sales...no premiums, 
no gift subscriptions, no special offers. 

It's good business to include these out- 
standing sales-getters in your advertising 
plans. Choose the Thrilling Group and watch 


THRILLING GROUP 


10 East 40th Street * New York 16, N.Y. 
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Photoplay’ Ups Rates 

Effective with the October, 1946, 
issue, Photoplay, New York, will 
increase its basic page rate from 
$1,800 to $2,475, with a circula- 
tion guarantee of 1,100,000. 


JWT Advances Thurmond 


Robert Thurmond, formerly 
with the San Francisco office of 
J. Walter Thompson Company, has 
been named general executive as- 
sistant to Norton W. Mogge, JWT’s 
Los Angeles manager. He will 


be in charge of media and re- 
search in the Los Angeles office. 


Perm-O-Comb to DuFine 

Eastern Seaboard Plastics, New- 
ark manufacturer of Perm-O- 
Comb, designed with two rows of 
curved teeth to train and encour- 
age wavy hair, has appointed the 
I. H. DuFine Company, New York. 
Radio, magazines and _ business 
papers will be used, backed up by 
a nationwide newspaper campaign 
to supplement cooperative adver- 
tising. 


Perfect Playground 


Long Beach’s beautiful beaches are only a part of its all-around 


recreational facilities. 


Unsurpassed golfing, fishing and sailing are 


traditions! Along with Industry, Harbor and Oil, recreation provides 
this city’s citizens with the nation’s * highest effective buying income! 
Reach the prosperous citizens of the Long Beach Metropolitan 


Area through the Press-Telegram. 


Now, nearly 80,000 net paid daily 


circulation, (controlled), the Press-Telegram enters over two-out-of 


three Long Beach homes! 


*Sales Management's 1945 Effective Buying Income Survey 


RATIONING NOTICE! For best use of your campaign dollar, consult 
WLAC, our national representatives. 


Represented nationally by 
Williams, Lawrence and 
Cresmer Co., Members 
Metro Pacific Comics, 

Pacifie Parade, Nancy 
Sasser Groups. 


In Greater Long Beach it’s 


oily BEACH 


Press Gelegram 


the Press-Telegram! 


(COLLINS MILLER & 
HUTCHINGS 


Lot Cg ravi 


207 N. MICHIGAN AVE. CHICAGO 


Surplus Property 
‘Site Sales’ Will 
Boom Ad Schedules 


(Continued from Page 1) 

ing in the past will confine them- 
selves to administrative and ac- 
counting supervision, while an 
estimated 35,000 persons will be 
hired to staff selling organizations 
at military establishments, ware- 
houses and war plants where the 
major quantities of goods are 
stored. 

In addition to building its own 
sales staff, War Assets will com- 
mission private concerns expe- 
rienced in engineering, manage- 
ment and operational services, to 
conduct some of the sales on a 
cost-plus-fixed-fee basis. 

With new declarations exceeding 
its sales; WAA wants to move $6 
billion of merchandise onto the 
sales counters of these sales sites 
by fall. Currently its inventories 
amount to $13 billion, including 
about $1 billion of consumer goods 
and $2 billion of capital goods. 

The $13 billion represents about 
half the property that will even- 
tually be released for sale, officials 
believe, but as time goes on the 
amounts of real estate and pro- 
ducers goods will increase. 


Goods in Single Class 


Under the new sales procedure, 
the distinction between capital and 
consumer goods vanishes as these 
classes of merchandise are merged 
under a single disposal division. 
As a separate problem, consumer 
goods had been handled since last 
May by five successive agencies: 
Treasury procurement division, 
Commerce, RFC, War Assets Cor- 
poration and finally WAA. 

Each of these site sales—and 
there will be hundreds of them 
beginning this month—will have 
its own advertising program using 
newspapers, radio and direct mail, 
prepared by field personnel under 
the supervision of the regional 
offices, and planned largely 
through these regional offices. 

The special “Site Sale Hand- 
book,” which WAA distributed to 
field representatives who are to 
conduct these sales, advises them 
to “take full advantage” of the 
services of Fuller & Smith & Ross, 
WAA’s advertising agency, and to 
ing directors for “full facilities 
and counsel.” 

“Expenditures for advertising 
site sales, while weighted by the 
nature of the items, their imme- 
diate marketability, and the geo- 
graphic areas in which prospec- 
tive purchasers may be found, 
should be based on the expected 
recovery value of the property 
offered,” the handbook says. 


Actual Amounts Set 


As a maximum that should be 
spent for any one sale, WAA sug- 
gests: For a total expected re- 
covery of $1,000,000, spend $7,500, 
or .0075%; for $3,000,000, spend 
$9,000, or .003%; $5,000,000, spend 
$10,000—.002%; $10,000,000, spend 
$11,000—.0011% ; $20,000,000, spend 
$12,500—.0062%, and $30,900,000 
and up, $15,000, or .0005%. 

Even these “maximum” figures 
are tentative, however, as WAA 
recognizes that some sales will 
|Tequire second and third inser- 
|tions and that some sales with 
\low recovery value sometimes re- 
|quire more advertising than the 
|larger sales. 
| The field directors are told that 
selection of areas to be covered, 
‘and the individual newspapers 
within the areas “requires a broad 
‘degree of judgment” but that “in 
'general, daily newspapers reach- 
|ing business men are preferred. 
‘Sunday editions are less desir- 
| able.” 


| Regional offices for the present 


consult WAA’s regional advertis- | | 


by A bengio: Marytend (near Bairimers) 
FOG of al chee materiel 
ee tee May 27 Catalogs available at WAA Richmond 


Sales start to Veterans and Federal 


‘The War Amets ua will place on sale at the 


above location « large number of machine tools and pro- 
lathes, grinders, 


el 
Fe 


of hte le 
—in the sequence listed above 
3 Sales will be madé to —only to the category on the day or days specified 
by L.—--F —on a “first-come-first-served” 
cartibicsto a > poems _— 
of sutbonty 
ae ee Veterans of World War II must present certificates. 
ent of ndew ce, eaee Represeo'stives of email ‘Dust present 
RFC notification of availability. 
atm ' State and local governments and noo-proft imstite- 
Al » 
pn frye hed tuons must present evidence of suthority to purchase. 
eck unless ouffic.ent ‘Dealers and the public need po identification 
(eredy( Nas been ante Disab! 
© Delivery arrangemenis 
can be made by the pur- | 


ica i WAR seen ADMINISTRATION 
"SITE SALE'—This is a sample of the 
site sale announcements distributed in 
electro form by Fuller & Smith & Ross 
as the basis for advertising of War 
Assets Administration site sales. The ads 
will be placed by the 33 regional WAA 
ad divisions and officials in charge of 
the sales. 


will have chief responsibility for 
selecting media, writing copy and 
placing the ads, although even- 
tually advertising personnel may 
be assigned to the staffs of the 
larger “site sale’? teams. 

To simplify the work, Fuller & 
Smith & Ross has provided elec- 
trotypes in various sizes, including 
the standard paragraphs applicable 
to all site sales, with mortised 
space for facts pertinent to the 
specific sale. 

Since many of the sites where 
goods are to be sold are located 
in isolated parts of the country, 
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it is assumed that many of the 
advertising programs worked out 
by field directors and regional 
officials will call for inter-regional 
and national advertising. 

While actual details have yet to 
be developed, it is believed here 
that Washington officials will re- 
tain a “traffic control” to insure 
that these field directors are not 
competing with each other in the 
metropolitan and business papers. 

With more of the work decen- 
tralized, the advertising division 
here under Carl Hart and his as- 
sistant, William Hughes, may now 
be called on to release more na- 
tional copy devoted to “educating” 
the public about disposal policies. 

A $600,000 newspaper and trade 
publication campaign’ especially 
for that purpose had been in pro- 
duction for July 1 release, at the 
time the latest revision in pro- 
cedure necessitated a review. 

Field directors have been ad- 
vised that newspaper, spot radio 
and direct mail will be the most 
useful forms of advertising, in 
view of the shortage of time. In 
addition to buying advertising, 
they have been told to contact 
newspapers, arrange press pre- 
views and tours during the sale, 
and follow up stories from pur- 
chasers. 

They are urged to seek plugs 
on scheduled radio programs, news 
broadcasts, “town crier” type pro- 
grams and “all station breaks at 
hours calculated to catch the larg- 
est listening audience.” Radio pub- 
licity might also include inter- 
views with satisfied customers and 
veterans by networks and local 
stations, the handbook says in ad- 
vising “discretion and variety in 
planning radio programs.” 


Johnson Advanced 


E. Clifford Johnson, sales man- 
ager of H. A. Johnson Company, 
Boston, has been named vice- 
president in charge of sales. 


1206 16th St., N.W. 


The JOURNAL of 
the NATIONAL EDUCATION ASSOCIATION 


announces 


(1) Increased Circulation Guarantee— 320,000 


Previous guarantee—160,000. Actual 
net paid for 6 months ending Decem- 


ber 31, 1946—357,339. 


(2) New Advertising Rate—$650.00 


$2.03 per page per thousand (black 
and white), 
teed circulation. 


(3) Advanced Closing Date 


Ist of the preceding month for inside 
pages; 20th of 2nd preceding month 
for cover pages. 


(4) Effective with September 1946 Issue 


New rates and new guarantee will 
apply on all contracts received after 
August I, 19406. 


(5) Old Rates Still Available 


Contracts received prior to August 1, 
1946 will be accepted at current rates, 
for definite sized space in specific 
issues, September to December 1946 
issues inc., 
space available. 


New Rate Card + 6, upon request. 


NATIONAL EDUCATION ASSOCIATION 


on basis of new guaran- 


subject to limitations of 


Washington 6, D. C. 
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Office Equipment 
Makers Hold First 


Postwar Exhibit 


Chicago, June 5.—For the first 
time since 1942, manufacturers 
gathered this week to show al- 
most every conceivable type of 
equipment at the 1946 Office 
Equipment Display, sponsored by 
the National Office Management 
Association. 

Ranging from check recorders to 
typewriters run automatically on 
a player-piano principle, the busi- 
ness equipment lines were dis- 
played by 78 exhibitors to more 
than 1,000 visitors. 

Despite the variety of new and 
improved pieces of equipment 
shown, exhibitors admitted that in 
most cases 30 to 90 days would 
be required for delivery, while 
some hesitated to promise de- 
livery before six months. Clar- 
ence B. Carey, chairman of the 
publicity committee, predicted that 
normal production could not be 
expected before some time in 
1947. 

Some of the equipment shown 
is not yet in production, such as 
Dictaphone Corporation’s new 
electronic dictating machine—so 
new that it was flown to the ex- 
hibit to assure prompt arrival. 
Remington Rand exhibited its new 
typewriter featuring interchange- 
able carriages, finger tip margin 
control, and jam trip key reieasing 
interlocked type bars. 

Offered as particularly valuable 
for photographic reproduction was 
International Business Machines 
Corporation’s all-electric propor- 
tional spacing typewriter using a 
carbon paper ribbon to guarantee 
uniformity of copy. L. C. Smith & 
Corona Typewriters, Inc., was 
frankly “not showing any new 
models” despite large numbers of 
orders. New plant facilities ex- 
pected to be in operation by early 
July are expected to accelerate 
production 50%. 

E. H. Connaroe, Metropolitan 
Life Insurance Company, New 
York, was elected chairman of the 
board at the association’s annual 
election of officers. O. L. Jones, 


Oklahoma Natural Gas Company, 
Tulsa, was named president. 


New Hoving Corp. 
Acquires Option — 
on Bonwit Teller _ 


New York, June 4.—Walter 
Hoving, former president of Lord 
& Taylor, last week announced 
incorporation under Delaware 
laws of the Hoving Corporation 
with an authorized capitalization 
of 2,000,000 shares of $1 par 
value common stock. The new 
company, which will have a New 
York office at 10 Rockefeller 
Plaza, will acquire ownership of 
and operate under their own 
names well known department 
and specialty store companies 
throughout the country. 

Initial step in that program was 
completed last week when Mr. 
Hoving announced acquisition 
from Atlas Corporation of a 22% 
interest in Bonwit Teller, Inc., with 


an option to buy an additional | 


74% of the stock of the $10,500,000 
store. In addition to the Bonwit 


branches in White Plains, N. Y., 
Miami Beach and Palm Beach, 
Fla., Hoving Corporation will 
establish full-sized branches 


“in | 


major cities throughout the coun-| 


try.” No change is contemplated 
in the management, personnel or 
policies of Bonwit Teller. 

Officers of Hoving Corporation 
are Mr. Hoving, president; Stan- 
ley Russell, chairman of the fi- 
nance committee; Alfred W. Miles, 
formerly vice-president and treas- 


urer of Best & Co., treasurer; and | 


Comdr. 
merly with R..H. Macy & Co., | 
secretary. 


Robert A. Jordan, for- | 


| 
| 


Video Stations 
Sign 5 Sponsors 


New York, June 6.—Sponsor- 
ship of television shows took a 
pronounced upswing this week as 
Standard Brands, Inc., Adler Shoe 
Company, Gulf Oil Corporation, 
Bristol-Myers Company and Esso 
Marketers signed contracts with 
New York stations. 

Standard Brands, which already 
sponsors “Hour Glass,” the first 
regularly scheduled hour-long 
commercial television program, 
over NBC’s WNBT, has purchased 
a studio cartoon quiz show, “Face 
to Face,” to run 30 weeks on the 
same station starting June 9. The 
agency is J. Walter Thompson 
Company. 


Esso Presents Newsreel 


Esso Marketers, through Mar- 
schalk & Pratt, is presenting “Your 
Esso Television Reporter,’ a 
twice-weekly newsreel, over 
WNBT. The first was broadcast 


yesterday. After this week the 
Esso newsreels will be aired Mon- 
days and Thursdays. 
Bristol-Myers will advertise 
Trushay and Minit-Rub on a 
travelog film program, ‘“Geo- 
graphically Speaking,” featuring a 
live commentary by Mrs. Carveth 
Wells, over WNBT starting June 
9. The agency is Young & Rubi- 
cam. The show will run 26 weeks. 


Adler Signs with ABC 


Adler signed with ABC to spon- 
sor a Henry Morgan show over 
WABD, Du Mont outlet in New 
York, for four consecutive Thurs- 
days beginning today, through 
Emil Mogul & Co. Addition of 
Adler gives ABC four commercia) 
video shows for June. 

Gulf, through Young & Rubi- 
cam, becomes the first sponsor of 
a news period over CBS station 
WCBW. Fifteen-minute Thursday 
tele-newscasts for Gulf starting 
June 20 will use newsreel films, 
news photo-“stills’” and animated 
maps and charts. 


DU MONT EXPECTS 
$7,000,000 OUTPUT 

New York, June 6.—New York 
area retailers, who probably won’t 
have even floor samples of post- 
war Du Mont television receivers 
for another two months, already 
have placed orders for more than 
$2,000,000 worth, according to S. B. 
Levaur, receiver sales manager 
for the Allen B. Du Mont Labora- 
tories, Passaic, N. J. 

Barring new strikes or other 
economic disturbances, Du Mont 
will deliver receivers in excess of 
$7,000,000 this year, Mr. Levaur 
predicted, adding that “it appears 
that we easily could sell five times 
that amount if production prob- 
lems were normal.” 

The backlog of orders was built 
up in two weeks following the 
first public showing of Du Mont’s 
line of seven showpiece models 
tentatively priced to retail from 
$600 to $2,400. The first sets are 
expected to be delivered in late 
summer. 

A survey by Du Mont dealers 


63 


shows that 90% of the 5,000 own- 
ers of prewar video sets in the 
New York area plan to turn them... 
in for new sets, Mr. Levaur said. 
Du Mont will take turn-ins. 


‘Detroit News’ Renews FM 


Facsimile transmission, discon- 
tinued during the war, will be re- 
sumed shortly by the Detroit News 
through its FM transmitter WENA, 
according to W. J. Scripps, radio 
director. 


Greer Appoints Cabot 


J. W. Greer Company, Cam- 
bridge, Mass., has placed its ad- 
vertising with Harold Cabot & Co., 
Boston. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 


visi ion of 
Artkraft* PP nat g Corporation 
900 Kibby St., ea, Ohic. U.S.A. 


*Trademerks Reg. U.S. Pot Of 


start the 


PHILADELPHIA \ 
50,000 WATTS > 


ae ee 


KYW’s 


Headline news every fifteen minutes. 
the-second market data. 


fifteen-minute segments. 


“Morning Salute” reaches a multitude of solid citizens 


who are up and doing before the clock strikes seven. 
workers. 


Alert executives. Farmers. 


What attracts these early birds? 


Weather reports. 
Correct time at five-minute intervals. 
In short, information the public wants. . plus the refreshing per- 
sonality of Peter Roberts, one of Philadelphia’s most popular 
announcers. 


Factory 


Commuters. Not only in 
Philadelphia. . but in the rich, rural areas of Eastern Pennsylvania, 
New Jersey, and Delaware. 


Up-to- 


“Morning Salute” is available for sponsorship in one-, five-, and 
Don’t overlook this early-morning 
medium in the nation’s third market. NBC Spot Sales can tell you 
what portions are open, and who your neighbors will be. 


phia’s ¢ 's early birds: 


ouiieieen. aie. 


day y with Ky 


WESTINGHOUSE 
RADIO STATIONS 1 


ABZ * WBZA * KDKA * WOWO « KEX + KYW 


Pa Represented Nationally by NBC Spot Sales—Except KEX. 
¢ KEX Represented Nationally by Paul H. Raymer Co. 
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: ADDRESSING — 


& Co., reports billings consider- 
ably ahead of its $22 million 1945 
rate. Anna Hauptman, assistant 
secretary of Biow, said it had 
added some people, including re- 
turning veterans, so that its staff 
is approximately 230 now. 


Agency Billings 
Hold Up Despite 


Depends on Accounts 
| Compton Advertising reported 


a » 
Business Crises 
that its first five months’ billings 


i rT a 
(Continued from Page 2) jare “about the same” as 1945’s 


ports that it has added only re-| and that its employment is up due 
turning veterans, and that its to the return of veterans. In 1945 
business 1s approximately the | the agency billed $21 million. 

same as last year’s. | Benton & Bowles, through its 


The Biow Company, riding 0n | president, Clarence Goshorn, de- 
the crest of Eversharp-Schick and | ojined to discuss the agency’s po- 


increased activity by Philip Morris | sition, but ex-B&B employes, re- 
|leased within the last fortnight, 
» | Said at least 30 people were axed 
™ | in an economy move. Mr. Goshorn, 
who thought any survey of the 
agency field should wait until the 
hubbub of “The Hucksters” (AA, 
| May 27 and June 3) had subsided, 
|said shortages of materials, mer- 
|chandise and reconversion prob- 
lems contributed to today’s busi- 


er A eS 


‘THE LETTER SHOP, Inc. 
481 &S. Dearborn St., Chicago 5, Ilineis 


iness position, adding that the 


“OUTDOORS 
| gets FAST zesal(s! 


This is just one dramatic example of how a Rhode Island OUT- 
DOORS advertiser got quick results from a California sportsman. 
The same five inch ad pulled inquiries (and orders!*) at the re- 
markable rate of 50 a day for 50 days, according to our latest 
report — solid proof that Outdoors sells spending sportsmen, coast 
to coast. 

Let Outdoors get this kind of action for you. To sell One 
Quarter Million quality sportsmen in a rich, responsive market, 


IT’S TIME TO GO OUTDOORS! 
*OVER $1,000 TO DATE! 


OUTDOORS MAGAZINE 


136 FEDERAL STREET BOSTON 10, MASS. 


character of their accounts deter- 
mined what and when agencies 
were affected. B&B’s billings 
were $20 million in 1945. 

A Kenyon & Eckhardt spokes- 
man told AA that the agency had 
reduced salaries of all employes 
making more than $5,200 a year 
by 10% as a precautionary move, 
anticipating likely reductions, al- 
though so far billing has kept pace 
with last year’s. There have been 
no firings,.and the agency has 
more than 300 employes. The 
agency expects an over-all 10% 
drop from 1945’s $18.5 million. 
Should business revive, the pay 
cuts will be restored. 


Some Running Ahead 


C. D. Newell, partner and head 
of Newell-Emmett Company, re- 
ported that his agency was “a lit- 
tle ahead” of the first five months 
of 1945, and that there had been 
no change in the number of em- 
ployes. In 1945, Newell-Emmett 
hit the $18.5 million mark. 

Erwin, Wasey & Co. is increas- 
ing its staff in New York and Chi- 
cago, and has had a “substantial 
increase” in billings for the first 
five months, Howard D. Williams, 
vice-president and secretary, told 
AA. Mr. Williams said that the 
agency felt that “now is a good 
time to build for the future,” and 
is adding personnel with an eye 
toward future activities rather 
than immediate prospects. 

Grant Advertising took a sub- 
stantial kick in New York busi- 
ness earlier in the year, when it 
lost three accounts out of that 
office, but now reports its New 
York office operating at about $2,- 
750,000 for the year, and on a 
profitable basis. The New York 
billings loss has been partially 
made up by the addition of 15 
accounts in the last 60 days, and 
current billings are reported 10 
to 15% ahead of last year, par- 
tially because the agency is now 
beginning to get substantial bill- 
ings on business it secured toward 
the end of last year. 

This agency’s foreign billings 
are up substantially in all offices. 
and on the basis of present opera- 
tions it expects total 1946 billings 
to hit not far from $24,000,000, a 
substantial increase over 1945. 


Automotive Hit Hard 


Ted Bates, Inc., has had no 
change in personnel, and its bill- 
ings are above the comparable pe- 
riod of last year, due to increased 
activity of accounts, notably 
Brown & Williamson Tobacco 
Corporation. The agency billed $16 
million last year. T. J. Carnese, 
vice-president and general man- 
ager, said he felt “talk of laying off 
personnel gets contagious’ and 
multiple fears of anxious business 
men. He expected activity of some 
accounts to pick up later in the 
year. 

Kudner Agency has had no pay- 
roll changes recently, J. H. S. 
‘Ellis, president, told AA, but 
added that the agency was hit by 
| the General Motors strike, and dis- 
'missed about 20 employes—some 
_of them temporarily—at that time. 
Billings dropped during the strike, 
‘he said, but asserted that Kudner 
expects to enlarge its staff after 
July 1, and that prospects for the 
irest qf the year are “reasonably 
good.” Kudner billed $15 million 
last year. 

Lennen & Mitchell has added 
several key men during recent 
'months, said Ray VirDen, execu- 
itive vice-president and general 
manager, reporting that billings 
are about 10% ahead of the first 
five months of 1945. In 1945 the 
agency billed $15 million. 
| Maxon, Inc.’s vice-president, W. 
|Ray Baker, noted that its payroll 
had been increased by the return 
of veterans, and that its billings 
for the first five months were 
practically ‘on the nose” of 1945’s 
comparable period. The agency is 
inclined to think that the last six 
months of 1946 will lag by about 
'10%, due to hedging by adver- 
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6 GAIN AND LOSS PERCENTAGES —52 CITIES 6 
MONTH 
APRIL 1946 - 1945 Loss GAIN 
CLASSIFICATION ren cont 0 10 20 30 4 50 60 
RETA... | Ble —_ . 
GENERAL... | Sel oe 
AuToMoTive......_ | 19.5 
FINANCIAL. | 3443 
TOTAL DISPLAY... | 24.7 
CLASSIFIED _ ._| 31.3 


TOTAL ADVERTISING | 26.2 
DEPARTMENT STORES.| 29.8 


ACCUMULATIVE 
JAN. 1-APR, 30, 1946-1945 Loss GAIN 
CLASSIFICATION ma cont 0 10 2° 30 40 »” <1) 
es 
GENERAL | 1203 
AUTOMOTIVE. | 28.3 
FINANCIAL 37.0 
TOTAL DISPLAY | 22.7 
CLASSIFIED ..-- | 9.5 


TOTAL ADVERTISING | 24.3 
DEPARTMENT STORES | 2265 


APRIL NEWSPAPER LINAGE GAINS—All classifications of advertising linage 
show increases in Media Records’ measurement of newspapers in 52 cities, 
compared with April of last year, total advertising registering a gain of 26.2%. 
In the Jan. !-April 30 period, total advertising was 24.3% ahead, and all other 
classifications showed substantial gains over the four-month period of 1945. 


tisers to protect themselves | grain shortage. The agency billed 
against further shortages, and due |}$15 million in 1945. 

to reduced billing from food and William Esty & Co.’s secretary, 
liquor advertisers affected by the Harper Cummings, explained that 


a) 
And aE 


add GARY \ 
to that list! " 


~ 


The population of Gary is greater than the population of 


the largest city in each of these 16 states: 


Arizona “Mississippi New Mexico South Dakota 
Arkansas Montana North Carolina Vermont 
Idaho Nevada South Carolina West Virginia 
Maine New Hampshire North Dakota Wyoming 


Gary, next to Milwaukee, is the largest city within a 100 
mile radius of Chicago, and the Gary Trading Area, with a 
population in excess of 200,000 is the fastest growing com- 
munity in Indiana. 


People Make Markets, But People With Money Make 
Better Markets. 


The average weekly wage in Gary is the highest in Indiana, 
and excepting Indianapolis, Gary has the largest number of 
income tax payers in this state. 


Wage earners in area exceed | 60,000. ¢ Annual payrolls 
exceed_$120,000,000.__*3§More than 907_of all employed 


ey x a8 


~ persons in the area work in Gary. wee 
ie gd) . 
They EARN in Gary e They SPEND in Gary. 


Your only absolute assurance of effective penetration for 
your advertising in this area is 


THE GARY POST-TRIBUNE 


GARY'S ONLY NEWSPAPER 


Our daily home delivered penetration of more than 95% of 
the families in the city and city zone is more than double the 
combined circulations of all five Chicago papers in this area, 
and no other medium even approaches our penetration in this 
market. 


Make your tests in THE GARY POST-TRIBUNE, the 
newspaper with one of the most productive PULLINE® rates 
in America. 


measures RESULTS when you 
ADVERTISE IN THE GARY POST-TRIBUNE 


National Advertising Representatives 
BURKE, KUIPERS & MAHONEY, INC., New York, Chicago, Atlanta, Dallas, Oklahoma City 


For Best results ADV ERTISE ADEQUATELY in newspapers 
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the agency’s employment and bill- 
ings are up, although he declined 
to assign percentages. Mr. Cum- 
mings thinks the rate will con- 
tinue. The agency billed $14 mil- 
lion in 1945. 

Campbell-Ewald Company, De- 
troit, reported through H. G. Lit- 
tle, executive vice-president, that 
its billings during the early part 
of the year were “’way down” due 
to the GM strike. Employment is 
95% of what it was in 1945, he 
said. Mr. Little believes the rest 
of the year will be comparable to 
1945, provided no more strikes af- 
fect Chevrolet or Norge, respec- 
tively the company’s No. 1 and 2 
accounts. C-E’s 1945 billing was 
$13 million. 


Others Running Even 


Donahue & Coe’s chairman of 
the board, E. J. Churchill, re- 
ported his agency’s billings for the 
first five months as the same as 
1945, and noted that employment 
is up 15% over that time. He 
expected no _ significant change 
during the rest of the year. 

J. E. Wiley, chairman of the 
board of Fuller & Smith & Ross, 
said his agency has been adding 
employes, and that, with cancella- 
tions and _ increases _ balancing 
each other, he believes the rest of 
the year will show a slight in- 
crease over 1945, when F&S&R 
billed $12 million. 

J. M. Mathes, president of the 
agency of the same name, told AA 
that he has approximately z30 em- 
ployes, and that about a “half- 
dozen” had been laid off in recent 
weeks. Billings are up, but “only 
a little,’ and Mr. Mathes said he 
does not expect to bill more than 
the agency did last year, when its 
billings hit the $10.5 miliion mark. 
He thinks strikes and material 
difficulties in appliance, accessory 
and automotive fields will con- 
tinue to limit advertising during 
the year. 

Russel Seeds, another agency in 
the over-$10,000,000 class, has had 
no important cancellations and ex- 
pects its total billings for 1946 to 
exceed 1945 by a modest amount. 
No cutbacks in personnel are ex- 
pected. 


Most Are Optimistic 


In general, the advertising agen- 
cies seemed optimistic, but more 
than one agency executive pre- 
ceded his remarks with “we’ve got 
our fingers crossed,” “provided 
somebody doesn’t yank the rug 
from under us,” “if we don’t get 
hit by strikes,” “if we get OPA 
cooperation,” and similar com- 
ments. In general, the agencies 
suffered or prospered in direct 
ratio to the type of accounts they 
had. Thus Erwin, Wasey could say 
that its attention to packaged lines 
made heavy industry’s unrest less 
important to its billing. Ayer 
could say that its refusal to han- 
dle war-born companies made the 
postwar picture brighter, and 
Kudner could say candidly that 
GM’s strike had brought a certain 
amount of reorganization into the 
agency. 

Some agencies—such as J. Wal- 
ter Thompson, Young & Rubicam 
and Benton & Bowles—affected 
by recent cancellation of network 
radio shows (AA, May 2), may 
reduce radio staffs, if they have 
not done so already. On the other 
hand, billings in other major 
media continue definitely upward. 
Total advertising linage in New 
York city newspapers in May, 
Media Records, Inc., has reported, 
was 36.39% more than in May 
1945, and other large city news- 
papers are believed to have had 
similar gains. In New York City 
in May general or national linage 
was up 41.2% from a year ago. 


Automotive rose 37.27% in this 
period. 
Bronson Joins WONS 


Richard Bronson has joined the 
sales staff of Station WONS, Hart- 
ford. 


Stanley Christie, 


Business Paper 
Publisher, Dies 


Gardenvale, Que., June 4.—A. 
Stanley Christie, since 1929 presi- 
dent of National Business Publi- 
cations Ltd., died suddenly at 
Vaudreuil June 1. He was 58. 

Mr. Christie started in the pub- 
lishing industry as eastern repre- 
sentative for Hugh C. MacLean 
Publications Ltd. in 1911. In April, 
1916, he joined Industrial 
Educational Publishing Company 
Ltd., as business manager, remain- 
ing until 1929, when he organized 
National Business Publications 
here to acquire several publica- 
tions with which he had been as- 
sociated. The company, starting 
with three monthly journals and 
one annual, has expanded to be- 
come one of the dominion’s lead- 
ing publishing organizations. To- 
gether with associated companies, 
it now publishes more than a 
dozen monthly publications. and 


and. 


several annuals. 

Mr. Christie was a director of 
Federal Publications Ltd., Les Edi- 
tions Nationales, Inc., and Hillside 
Realties Ltd. In 1930 he served as 
president of the Canadian Busi- 
ness Publishers’ Association, and 
from 1943 to ’45 was president of 
Business Newspapers Association 
of Canada. He had served one 
term as president of Periodical 
Press Association, and only last 
month was reelected at the group’s 
annual meeting. 


E. C. PATTERSON SR. 


Chicago, June 6.—Ellmore C. 
Patterson Sr., 79, formerly an ad- 
vertising executive with Collier’s, 
was fatally injured yesterday 
when he was struck by a train in 
suburban Western Springs. 

Mr. Patterson served with the 
magazine from 1904 until 1916, 
advancing from western manager 
to advertising manager and finally 
vice-president and general man- 
ager. After leaving Collier’s he 
helped found Warner-Patterson 
Company, maker of automotive 


parts, and at the time of his death 
was a director of the firm. 


W. E. HARTMUS 


Portland, Ore., June 4.—W. E. | 


Hartmus, business manager of the | 
Portland Oregonian from 1910 un-| 
til his retirement in 1938, died at 
his home here June 2. Mr. Hart- 
mus, who was 74, was one of the 
founders of the Pacific Northwest 
Newspaper Association and served 
for many years as treasurer and 
vice-president. 


ROY H. CRANE 


Chicago, June 4.—Roy H. Crane, 
51, sales promotion manager of 
Liquid Carbonic Corporation, died 
May 24 at his home here. He 
joined the company’s sales staff in 
1926 and became sales promotion 
head four years ago. 


EDWARD C. TARLER 

Boston, June 4.—Edward C. 
Tarler, 49, president of the Tarler- 
Skinner Advertising Agency, and 
formerly advertising manager of 
I. J. Fox Company, died May 27. 
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|'CHARLES T. CAHILL 


Cambridge, Mass., June 4.— 
| Charles T. Cahill, former advertis- 
|ing manager and publicity director 
'of United Shoe Machinery Cor- 

poration, died May 30. 


E. LANSING RAY JR. 


St. Louis, June 7.—E. Lansing 
Ray Jr., 35, assistant publisher and 
secretary of the St. Louis Globe- 
Democrat, died today after a two 
weeks’ illness. 


PAUL R. EYERLY 

Bloomsburg, Pa., June 4.—Paul 
R. Eyerly, 67, publisher of the 
Bloomsburg Press, died _ here 
May 27. 


CAR CARD 


STANDARD AND PHOTOGRAPHIG 
SILK SCREEN PROCESS 


ANY. COLORS. WWE ALLOW. STANDARD. © ° 
AGENCY COMMISSIONS 
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*Market data from Sales 


Management 1945 survey 
of buying power for this 
26-county ABC trading 
area of Oklahoma City ... 
Circulation figures: Pub- 
lishers statement for six 


months ending March 31, 


1946. 


KLZ, DENVER 
REPRESENTED NATIONALLY 


THE OKLAHOMA PUBLISHING CO.: THE FARMER-STOCKMAN 
WKY, OKLAHOMA CITY — KVOR, COLORADO SPRINGS 


(UNDER AFFILIATED MANAGEMENT) 
BY THE KATZ AGENCY, 


INC. 
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| ANNOUNCING 25,000 NEW RETAIL OUTLETS 


| FOR APPLIANCES AND HOME PRODUCTS! 
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Look! Amazing Outlets For Quick Sales Among Millions 
of Home-Owners You Don't rt Reach Any Other Way! 


HIS is one of the most amazing distribution stories 
to come out of postwar reconversion. 


Surveys have uncovered many a hidden “sleeper mar- 
ket.” 


But never before has anyone uncovered thousands of 
top-flight retail dealers that were there all the time. 
* *% * * % 


This quick-action “sleeper market” has been pioneered 
by us and by a few enterprising manufacturers. It is a 
natural and inevitable development, originally inspired 
by the prewar depression. It may be a surprise to you. 
It is no surprise to us, because we have helped foster 
this amazing distribution trend for years. 

Here are the facts: For many years, America’s annual 
building market was enormous. Over 10 billion dollars 
of new construction—homes, public works, commercial 
buildings, plants, maintenance, repairs of all types, 
went up in 1939 alone. 


Pearl Harbor put a big crimp in all this. But all through 
the war years, we kept our finger right on the healthy 
pulse of the whole building industry—with special em- 
phasis on America’s postwar homes and the men who 
we knew would build and equip them: America’s prac- 
tical builder-contractors, and America’s lumber and 
building material dealers. 

We undertook to survey this market. We went straight 
to the men who know—the same building material deal- 
ers who will supply and equip this enormous postwar 
construction. 


The survey proved conclusively what we knew all along— 
that over the years since post-World War I, these deal- 
ers have been gradually expanding their lines and their 
entire selling operation, until the term “lumber and 
building materials dealer” is a misnomer; just as much 
of a misnomer as a drug store, stationery store or radio 
retailer. 


Building Suppry News 


Today, these so-called “lumber and building material 
dealers” are actually one-stop, cash-and-carry, over-the- 
counter retail outlets for almost everything used to 
build and equip a home. Not only wallboard, roofing and 
siding, lumber, insulation, plywood, screens and doors, 
stock millwork, wood lath, tileboard, builders’ hardware, 
paints, storm sash, window glass, mason materials, 
asbestos and wood shingles, garage doors, kitchen cabi- 
nets and the like, but everything else from a flashlight 
to a fly-swatter. 


And here is the top set of facts our survey uncovered: 
Exactly 17,150 of these dealers plan to spend $124,887,- 
560 to remodel or build new yards, stores or offices, con- 
taining beautiful, modern display rooms worthy of 
any department store. THEY ARE GOING TO SELL 
ELECTRIC APPLIANCES, RADIOS, ELECTRICAL 
SUPPLIES, LINOLEUM, TOOLS, AND A HOST OF 
CONSUMER LINES THEY NEVER HANDLED 
BEFORE. AND GET THIS: ELECTRIC HOME 
APPLIANCES HEAD THE LIST! 


* * * * * 


In the first 10 years of postwar, 15,000,000 families 
will buy new homes and at least 15,000,000 more 
will remodel, renovate, redecorate. These solid, substan- 
tial building material merchants, community leaders 
all, are planning for electric appliance and home prod- 
ucts selling because they know that to their new, beauti- 
fully planned showrooms and appliance departments 
will come the most alert, the fastest-buying home- 
owners in America. 


Here is the market with the ready money and the state- 
of-mind to equip 15,000,000 postwar homes with every- 
thing new from cellar to eaves. With no major changes 
in your present distribution set-up, you can get into 
this great market now. If you make a new postwar appli- 
ance or home product, and find that competition already 


59 East Van Buren Street, Chicago 5, Iil. 


HOW THE BSN SURVEY AND POSTWAR SHOWROOM 
CONTEST SPOTLIGHTS GREAT NEW “HIDDEN MARKET” 
FOR ELECTRIC APPLIANCES AND HOME PRODUCTS: 
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First Prize-Winning BSN floor plan of Stebbins-Anderson Co., 
Cockeysville, Md., showing how lumber and building material 
dealers are now starting to display, demonstrate and sell home 
products in departmentalized “island displays.” 


has top distributors and retail outlets sewed up, you can 
build quick action and quick sales, without impairing 
future expansion through distributor-dealer merchan- 
dising. Get in touch with us and let us advise you. 


Those are the facts. Details are yours for the asking. 
* *% * * * 


Building Supply News is FIRST among these dealers in 
circulation, advertising volume, editorial influence and 
leadership. Circulation 12,255 ABC, each a lumber and 
building material dealer, 74% of whom are located in 
towns of less than 25,000 population. These primary 
dealer-readers route their copies to key employees for 
a total of 45,343 extra readers per month. Yet a 12-page 
black-and-white program still costs only $2,280. 
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Advertising Age, June 10, 1946 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


AT 'HOMES' PARTY—Among the West Coast adfolk at Better Homes and 
Gardens’ party, held in connection with the publication's "Home for Today” 
exhibit at Barker Brothers, Los Angeles, were, left to right: R. W. Webster, 
president, Webster Advertising Agency; Mrs. Jack Swoch, wife of the Foote, 
Cone & Belding vice-president; Ford Sibley, Foote, Cone & Belding; Mrs. 
Webster; Mrs. Sibley, and Dan Layman, Dan B. Miner Advertising Agency. 


VACATION PROMOTER—This Chevron gasoline poster is part of the new 

campaign in which Standard Oil Co. of California is featuring vacation areas 

of the western states. Each ad in Standard's newspaper series focuses attention 
on a particular vacation area. (Story on Page 60.) 


Further emphasize your special charm! 


NOT THE LEAST OF YOUR LOVELINESS 


uch hatte things make # waman feminme! And one af the osm 
tant of theve are her ( ASUALS PORTUNET smatle 
t feather for worktime, playtime and let w 
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FEMININITY PLUS—One of a series of four-color magazine ads beginning in 

August for Sewanee Shoe Co., division of General Shoe Corp., Nashville, 

bringing “war-baby" casuals into front-rank fashion lines through strong femi- 
nine appeal. (Story on Page 24.) 
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At Gultgs stores everywhere 
br vette Rhea, M4nauker 7, Wis. 


FIRST TIME—For the first time, Rhea 
Mfg. Company, 25-year-old Milwaukee 
maker of teen-age dresses and swim 
suits, will run an ad in Life June 10, 
advertising its Petti-Ameritex swim suit. 


CLOWNING—Red Dot Foods’ trade 
character seems to be hanging posters 
in painted wall bulletins such as this, 
about 100 of which are appearing in 
midwest cities. The use of shadow 
produces a three-dimensional effect. 
Campbell-Mithun, Minneapolis, is the 
agency. 


NOW 'TIS OZ—If isn't Tis any more 
—that ice cream mix introduced in 
1944 by Homix Products Co., New 
York—but Oz and comes in a new red, 
white and blue box decorated with four 
characters from the “Wizard of Oz.” 
The package was designed by Lucien 
Bernhard, characters drawn by Keith 
Ward, creator of Borden's Elsie, and 
cartons were made by Eastern States 
Cartons division of Robert Gair Co., 
New York. Roy S. Durstine, Inc., is the 
agency. 


APPROVE NEW SYMBOL — Mid-America, new trade character for Station 

KCMO, Kansas City, Mo., is presented to E. K. Hartenbower, station manager, 

second from left, by Harvey Pearman of Beaumont & Hohman. Creators of 

the character are F. C. Strawn, promotion director of the station, far left, and 
R. P. Prezebel, art director of the agency, far right. 


BIG TOP—These new circus packages were developed by Sylvania Industrial 
Corp. for the confectionery industry. J. M. Mathes, Inc., New York, is the agency. 


KERMAN TAKES OVER—F. R. Kerman, Pacific Mutual Life Insurance Co., 

newly elected president of the Advertising Club of Los Angeles, receives 

congratulations from Edward Mills, retiring president, while John R. Christie, 
of Citizens National Bank & Trust Co., new Ist vice-president, looks on. 


ACHIEVEMENT WINNERS—Winners of top honors for club achievement at the 
AFA convention admire their certificates. Left to right: Forbes McKay, repre- 
senting Advertising Club of Birmingham; Lillian Jackman, representing Adver- 
tising Women of New York, and Russ Winnie, representing the Milwaukee 

Advertising Club. (Milwaukee Journal photo.) 
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FPA ||), HE YEAR WAS 
1773. Indian 
I warfare raged along 
“ the disputed western 
} boundary of Pennsyl- 
7° vania... But in a 
peaceful little farm- 
house, near Lancas- 
ter, Mary Fulton was teaching her eight-year-old 

son, Robert, to read. 

The boy’s father had died when Bob was three. 
Beside himself there were four other children for 
his widowed mother to support. She was so 
desperately poor that she couldn’t afford to send 
Bob to school. 


But she was determined that he was going to have 
an education. She knew that no matter what hap- 
pened to him later, if she could show him how read- 
ing opens the door to knowledge, he couldn’t fail to 
succeed! 


The boy was quick to understand. Ideas picked up 
in his reading suggested other ideas. School, when 
he finally got there, didn’t interest him very much... 
His head, he said, “‘was so full of original notions.” 
Some of these “notions” concerned mysterious ex- 
periments with mercury and which earned him the 
name of ‘Quicksilver Bob”. . . At night he read— 


“Gentlemen,” said Fulton in his remarkably clear and sharp voice, “You need not be neat yen shall be in Albany before twe wl”? 


mathematics and chemistry. And at 17 there was an 
end to Bob’s schooling—he went to Philadelphia to 
earn a living. 

But there was no end to Bob’s reading! In order 
to read more widely, he ended by teaching himself 
French, Italian and German... 


Finally, in 1807, he built what New York laughed 
at as ‘‘Fulton’s Folly,” but what the world remembers 
as the Clermont—first practical, passenger-carrying 
steamboat ever built! 


READING — Clue to Ideas 


It is a curious fact, but one worth remembering, that 
throughout his life Robert Fulton spelled money 
with a small ‘‘m’”’ but Ideas with a capital ‘‘I’’. Read- 
ing to him, as to most of the world’s great in science, 
business, and art, was a clue to Ideas—a method of 
acquiring knowledge-that-lasts. For it is the impression 


THE 


Greatest 
Circulation 
in the World 


Because Quicksilver Bob’ Could READ 
GREAT LINERS Goss the Seas 


value of what one sees that registers indelibly and is 
never forgotten. 


Reading in scope and abundance that would have 
delighted Robert Fulton is provided in word and 
picture week after week in The American Weekly. 
Here in over 8,000,000 homes, men, women and 
children discover the latest Ideas in science, art and 
medicine . . . the unusual and the important about 
oma ... their hopes and fears .. . their joys and 

eartbreaks . . . their loves, hatreds and follies. 


The American Weekly, the magazine which pub- 
lishes such unforgettable articles, is distributed to 
its more than 8,000,000 homes through a group of 
great Sunday newspapers from Coast to Coast. 


The manufacturer who associates his product or his 
company’s name with such an influence is tying in with 
the most powerful known force in advertising. 


MERICAN 


\VEEKLY 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 
BRANCH OFFICES: 3 Winthrop S¢., Boston 10 + Arcade Bidg., St. Lowis 1 + Hearst Bidg., Chicago 6 + 101 Marietta St., Atlanta 3 


Hanna Bidg., Cleveland 15 + General Motors Bidg., Detroit 2 + Edison Bldg., Los Angeles 13 + Hearst Bidg., San Francisco 3 
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